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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

JOHNSON & JOHNSON,
Opposer,
V. Opposition No. 91-197584
VALENTINO GITTO,
Applicant.

NOTICE OF FILING OF CERTIFIED TRANSCRIPT OF THE TESTIMONIAL
DEPOSITION OF WILLIAM COLLINS AND EXHIBITS

PLEASE TAKE NOTICE that, pursuant to 37 CFR § 2.125(c), Opposer, Johnson &
Johnson, is filing with the Trademark Trial and Appeal Board a certified transcript of the
deposition of William Collins and Exhibits. Pursuant to 37 CFR § 2.125(e), portions of this
transcript and accompanying exhibits have been redacted for purposes of shielding confidential
information. An unredacted version of the transcript is filed concurrently herewith. Pursuant to
37 CFR § 2.125(a), a copy of the transcript of the testimonial deposition of William Collins and
copies of the Exhibits have been served on Applicants by first class mail, postage prepaid.

Respectfully submitted,

JOHNSON & JOHNSON

s/Darren S. Cahr/

Darren S. Cahr

Jeffrey T. Baravetto

DRINKER BIDDLE & REATH LLP
191 North Wacker Drive, Suite 3700
Chicago, Illinois 60606

Attorneys for Opposer



CERTIFICATE OF SERVICE

I hereby certify that a true copy of the foregoing Transcript and Deposition of William
Collins and Exhibits was served by international mail, first class, postage paid, this 29th day of

August 2013 on the following address of record for Applicant:

Valentino Gitto

147 Route de Saint Pierre de Feric
F-06000 Nice

France

An additional courtesy copy was sent via electronic mail to valentin_gitto@yahoo.fr

__s/Darren S. Cahr/
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In re Ser. No. 79/061,192 - POSITIVE AGEING & Design

Published July 27, 2010

Oppoesition Ne. 91/197584

JOHNSON & JOHNSON,
TESTIMONIAL
Opposer, DEPOSITION OF
WILLIAM COLLINS
_V_

VALENTINO GITTO,

Bpplicant.

TRANSCRTITPT of testimony taken
stenographically by and before MARGARRET
VOLLMUTH-CORSON, a Certified Court Reporter and
Notary Public of the State of New Jersey, at the
aoffices of DRINKER BIDDLE & REATH, LLP, 105 College
Road East, Princeton, New Jersey, on Tuesday, May

21, 2013, commencing at approximately 9:;530 a.m.

CRUZ & COMPANY, LLC
Certified Court Reporters
436 Morris Avenue
Springfield, New Jersey 07081
Phone: (973) 467-4123 Fax: (973) 467-8822
E-mail: cofficefcruzandcompany.com
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6 Collins - Cahr B
1 WILLIAM COLLLINS, with offices at 1 Q. Now, you said that your -- well,
2 Johnson & Johnson Consumer Products Company, 199 2 actually, provide your job title once more?
3 Grandview Road, Skillman, New lersey, having been 3 A. Yeah, I am the brand manager on
4  duly sworn, testified as follows: 4 Aveeno Facial Care.
§ EXAMINATION BY MR, CAHR: 5 Q. And why don't we start, and you can
6 Q. Could you please state your name for 6 describe what your education is, Where did you go
7 the record? 7 to school?
8 A. william Hittner Collins. 8 A. I did my undergraduate at Duke
9 Q. And who's your employer? 9 University in Durham, North Carolina. Graduated in
10 A. Johnson & Johnson Consumer Companies, | 10 1999,
11 Inc. 11 Q.  And what was your major?
12 Q. And do you know why you are here today? 12 A. My major was public policy studies and
13 A. Yes, 13  minor in marketing.
14 Q. Why are you here taday? 14 Q. And what did you do after you graduated
15 A. For a trademark deposition. 15 in 1999 from Duke?
16 MR, CAHR: And let the record reflect 16 A. I worked at Capital One in Richmond,
17  that this is the testimonial deposition of William 17 Virginia and worked in operations in HR. Worked
18 Collins in connection with Opposition No. 91/197584 18 there for two years and then moved to a company
19 in the United States Patent and Trademark Office 19 called Fiserv in 2002 and worked there for two years
20 Before the Trademark Trial and Appeal Board, and 20 as a corporate trainer, corporate facilitator
21 this is the matter between Johnson & Johnson and 21 trained on HR policy and on team building,
22  Valentino Gitto. 22 communications, those sorts of things, and then took
23 Q. Now, you mentioned that you warked for 23 ajob in 2004 working for Chesapeake Capital Corp.,
24 acompany that we will shorten to JJCCI, What is 24 which is a hedge fund in Richmond, Virginia, and
25 the connection between JJCCI and Johnson & Johnson? 25 there I worked as the assistant to the C.E.O. He
Collins - Cahr 7 Collins - Cahr 9
1 A, It's a wholly owned subsidiary. 1 enjoyed the research and trading aspect but not the
2 Q. And as far as you know, whe owns the 2 running the business aspect, so I did the helping
3 trademark Positively Ageless that is at issue in 3 him run the business aspect, so I did ad hoc
4 this trademark opposition? 4 projects for him. Worked for him for three years.
5 A. Johnson & Johnson. 5 In the fall of 2007 I returned to business school.
6 Q. And the testimony you are providing in 6 I went to the University of North Carolina,
7 connection with this discussion today reflects the 7 Kenan-Flagler Business School. Began there in
B knowledge of Johnson & Johnson and J1CCI. Is that 8 August of 2007, After my first year of business -
9 correct? 9 I went there knowing that I wanted to work in
10 A. That's correct. 10 marketing and specifically in brand management.
1" Q. Thank you, 11 After my first year of business school
12 So let's first start with what we will 12 1 took an internship at Johnson & Johnson Consumer
13 mark as Exhibit 1. Opposer's Exhibit 1. Have you 13 Companies, Inc., and my assignment was to work on
14 seen this document before? 14 the Aveenao Facial Care team, and my project was
18 A, Yes. 15 around launching a new technology against antiaging
16 Q. And what Is this document? 16 and the antiaging skin care category as well as a
17 A, It's a notice of trial deposition for 17 couple of other projects around digital Web site
18 myself against the applicant. 18 stuff as well as some competitive analysis.
19 Q. And if you look on page 2, you will 19 Returned to school, I was full-time at
20 note that it was -- does that say "Certificate of 20 the M.B.A. program. Graduated in 2009 from UNC and
21 Service"? 21 then took a job full-time also with Johnson &
22 A. So the applicant was invited to attend 22 Johnson Consumer Companies, Inc. working in skin
23 today for the trial deposition. 23 care. In the skin care division I was assigned --
24 MR, CAHR: And let the record reflect 24 worked on Clean & Clear, worked there for two years,
25 that the applicant has chosen not to attend, 25 and then in September of 2011 took a job -- took the
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Callins - Cahr 10 Collins - Cahr 12
1 current role that I have on Aveeno Facial Care. 1 skin. Positively Ageless is for fine lines,
2 Q. So you've been working with Aveeno for 2 wrinkles, and antiaging, which is about 40 percent
3 18 months -- 3 of the overall skin care market in the U.S, When we
4 A. Yes. 4 look at our competitive data, 40 percent of that is
-} Q. -- or so in addition to the time that 5 antiaging, and so this is our -~ these are our
6 you spent as an intern? 6 product lines that address those skin care needs
7 A. Correct. 7 that are sought by women looking for improved lines,
8 Q. And you were in charge of managing what 8 wrinkles, those sorts of things.
9 element of the portfolio? 9 Q. So it's fair to say that the antiaging
10 A, Yep. So Aveeno is a large brand, a 10 space is one of the critical spaces --
11 master brand that -- as we refer to it as a master 1 A. Yes.
12 brand that works in a number of categories. The way 12 Q. == for Aveeno?
13 we divide up the management is based on the segment | 13 A. Um=-hum. Yes. And when we think about
14 that they work in, so how consumers shop the 14 our category the two biggest bases, the things that
15 different categories. My portfolio responsibility 15 are most sought after, are really acne care and
16 is in the facial care side as well as the men's skin 16 antiaging. That's the bulk of the skin care needs
17 care side, so basically anything to do with your 17 that are sought by consumers. So antiaging being a
18 face, and those responsibilities are understanding 18 major player for the category, but also a critical
19 the strategy on how we're going to grow the business 19 point for us in our credentials in facial care.
20 and how we're going to maximize our investment from | 20 Q. MNow, is Positively Ageless the mark
21 a marketing standpoint, from a trade and retail 21 that you associate with all of the Aveeno antiaging
22 standpoint, and ultimately how we're going to 22 products?
23 provide products to consumers that will meet their 23 A. Yes,
24 skin care needs. 24 Q. And tell me a little bit about the
25 Q. And what is your responsibility over 25 development of the Positively Ageless mark and where
Collins - Cahr 11 Colling - Cahr 13
1 the branding of the products in the facial care 1 it's been and where it's going?
2 space? 2 A. So we launched in 2007, and it's the
3 A So the typical role of a brand manager 3 -- it was the fourth line, We had launched those
4 is to be the person that is the expert on the 4 other platforms that I mentioned before, and this
5 equity, is the person that is maintaining 5 was our move into antiaging. I wasn't with the
6 consistency of the execution of that equity between 6 organization, but my understanding of the thought
7 marketing materials, between trade materials, any 7 behind this is this is a suggestive mark that allows
8 sort of communication on packaging, as well as 8 us to communicate the need that we have for fine
9 understanding how to pull on the different levers of 9 lines, wrinkles. As women age we want to be able to
10 the equity to build a unique proposition to the 10 move them to different platforms within the Aveeno
11 consumer. 11 portfolio, so once a particular skin care is met,
12 Q. And what is the space that is occupied 12 their need is met, they move on to more
13 in the spectrum of brands that you've described -- 13 sophisticated needs, and Positively Ageless is our
14 A. Yep. 14 - is priced higher, is our more premium priced
15 Q. -- for Positively Ageless? 15 product because of the fact that the benefits sought
16 A, Yep. So in our facial care portfolio 16 and the benefits of the product are what we call
17 we have a couple different subplatforms of Aveeno 17 higher order, are ones that are a higher bar. Women
18 that deal with different skin care needs. We have a 18 are often looking for hope in the bottle, often
19 Positively Radiant line, we have a Clear Complexion 19 looking for this desire to solve and look younger
20 line, Ultra-Calming line, and a Positively Ageless 20 and find ways to address those lines, wrinkles,
21 line, and the intent of that is to have different 21 elasticity, those sorts of things.
22 skin care needs, the major skin care needs that 22 Q. And has the Positively Ageless mark
23 consumers are looking for addressed by each of those |23 been used differently over the years fram when you
24 platforms. Example being Clear Complexion is around |24 first started using it until now?
25 our acne products, Ultra-Calming is for sensitive 25 A, No. It's been very consistent the way
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Collins - Cahr 14 Collins - Cahr 18
1  we've -~ the way we've used it. We have expanded 1 Q. Okay. Thank you,
2 beyond the facial care category and gone into the 2 The mark Positively Ageless is used on
3 body lotion category and hand lotion category. Like 3 a varlety of different products you had said?
4 I said, Aveeno is divided up into a couple of 4 A, Yep.
5 different segments under that brand, and we use the B Q. And actually, before we get into that
6 platforms at times to be able to expand to adjacent 6 let me actually show you this document, which is a
7 categories. 7 printout from August 4, 2008. Have you seen this
8 Q. And has Positively Ageless been a 8 document before?
9 useful and successful brand for Aveeno? 9 A. I have.
10 A. Yes, it has. It's currently our third 10 Q. And what is this document?
11 largest, at one point was our second largest 11 A. So this is a printout of the product
12 subplatform under facial care and continues to be 12 offerings that we had on drugstore.com under the
13 one of our core priority platforms. 13 Positively Ageless platform.
14 Q.  And we'll get into this a little bit 14 Q.  And do you have reason to believe that
15 later also, but has it been successful to the extent 16 this document was used as part of the registration
16 that you're now expanding the size of the mark on 16 process for the Positively Ageless trademark?
17 the packaging too? 17 A. Yes. Yep.
18 A.  Yeah. 18 Q.  Okay. Thank you,
19 Q.  Can you explain a little bit about 19 MR. CAHR: Oh, I'm sorry, My
20 that? 20 apologies. This is Opposer's Exhibit No, 3 which
21 A. Yeah. If you look at the original 21  the witness was examining,
22 packaging, we continue to try to find ways to 22 Q. Now, you had mentioned that there's a
23 communicate more clearly the benefits of our product | 23  variety of different products, We're just going to
24 to our consumers as they're shopping our set, and if 24 go through those and have you identify them.
25 you look at the last two products that were 25 A. Okay.
Collins - Cahr 156 Collins - Cahr 17
1 launched, the newest products, what we've done is 1 Q. This first one is Opposer's Exhibit No,
2 put Positively Ageless each on their own line and 2 4. Can you please describe for the record what that
3 also increased the font size so that it's clear for 3 is?
4 consumers to understand that this is our antiaging 4 A. Yep. This is our Positively Ageless
5 product, and that it is, like I said, suggestive of 5 --the Aveeno Positively Ageless Complete Antiaging
6 the benefits that they would want to seek. 6 System. It is made up of four products in our line:
T Q. So you basically - you believe the 7 A cleanser, an eye cream, a day product, and a night
8 consumers have sort of a basket of associations with 8 cream product. And the intent of this is to be the
9  the mark, and you want to highlight that? 9 full regimen of what a consumer would need to
10 A. Yes. Yes. 10 address their antiaging needs.
11 Q. Now, the next exhibit which is 11 Q. And if you'd take a look at this, which
12 Opposer's Exhibit No. 2, have you seen this before? 12 is Opposer's Exhibit No. 57
13 A. Yes. 13 A. Yep. This is our Aveeno Positively
14 Q. And can you please describe for the 14 Ageless Resurfacing Scrub. This was the product
15 record what that is? 15 that I mentioned earlier we launched in the
16 A. This is the trademark registration for 16 beginning of last year with the more prominent use
17 Positively Ageless. 17 of the platform name, and this product is used to
18 Q. And can you read for the record what 18 exfoliate, to smooth out uneven tone. It'sa
19 the description of the goods is for that? 19 cleanser for the most part.
20 A, Yep. It's for skin care preparations, 20 Q.  And this is marked as Opposer's Exhibit
21 namely; skin cleansers, skin moisturizers, skin 21  No. 6,
22 creams and serums, and eye creams in Class 3. 22 A. This is the Aveeno Positively Ageless
23 Q. And the first use date is listed as 23 Correcting Tinted Maisturizer, and this is a product
24 what? 24 with a slight tint to it. Light to medium is the
25 A. Is5/4/2007. 25 spectrum of skin care. It also has SPFin it, and
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Caollins - Cahr 18 Collins - Cahr 20
1 it's used to provide coverage, natural looking 1
2 coverage, as well as addressing some of the 2
3 antiaging benefits. 3
4 Q. And this is marked as Opposer's Exhibit 4 Q. On products specifically branded as
5 No, 7. Can you identify that, please? 5 Positively Ageless and building that specific brand?
6 A. Yep. This is Aveeno Positively 6 A. Correct. Not -- we have additional
7 Ageless Skin Strengthening Body Cream. Like I 7 dollars that we've invested on other platforms as
8 mentioned before, this is one of the adjacent 8 well as Aveeno, the overall equity, but specific to
9 categories that we launched Positively Ageless into, 9 Positively Ageless.
10 and the intent is used as a body cream as not only 10 Q. Okay. This is Opposer's Exhibit No. 9,
11 do wemen face skin and antiaging needs on their 11 I you could just identify that?
12 face, obviously, their full body, and so we launched 12 A. Yep. This is the Aveeno Paositively
13 into body care for dry and fragile skin in helping 13 Ageless Youth Perfecting Moisturizer. This was also
14 to restore that -- restore and strengthen that skin. 14 a product that was part of the initial launch in
15 Q. And this is Opposer's Exhibit No. 8, 15 2007. It has SPF 30 in it, and the intent and use
16 A. This is the Aveeno Positively Ageless 16 of this is a daily moisturizer to improve the
17 Daily Exfoliating Cleanser. This is a gel cleanser 17 healthy look of skin, as well as improve the look of
18 that was part of the initial launch in 2007, and 18 fine lines and wrinkles.
19 again, is a daily cleanser that's used to help 19 Q. And if you can identify this, which is
20 improve the look of skin. 20 Opposer's Exhibit No. 107
21 Q. And just so the record is clear on 21 A. Yep. This is the Aveeno Positively
22 this, this is one which uses Positively Ageless in a 22 Ageless Lifting & Firming Eye Cream. The intent of
23  smaller font -~ 23 this product is to be more targeted treatment.
24 A. Correct. 24 Women look to address their antiaging needs in
25 Q. -- than some of the other ones that 25 various areas on their face. One of the most sought
Collins - Cahr 19 Collins - Cahr 21
1 we've seen? 1 after benefits is around the eye, so dark circles,
2 A, Yes. 2 wrinkles, crows feet, those sorts of skin needs, and
3 Q. When did the transition begin from the 3 this product addresses those.
4 smaller font to the larger font? 4 Q. All right. And this is Opposer's
5 A. It was last year, 2012, § Exhibit No, 11, Can you please identify that?
6 Q. And that's because it's a brand that 6 A. This is the Aveeno Positively Ageless
7 you wanted to highlight? 7 Skin Strengthening Hand Cream. As I mentioned
8 A. Correct. 8 before, moving into adjacent categories, thisis a
9 Q. And we'll be getting to some of the 9 hand cream. Often we hear consumers cite a need to
10 specific documents relating to this shortly, but is 10 address brittle or dry looking hands as they begin
11 this a brand that your employer has spent a lot of 11 to age, and this is a product that addresses those
12  money promoting? 12 needs.
13 A. Yes. It's a product that since launch 13 Q. Thank you. And can you please identify
14 in 2007 we've invested media behind as well as trade | 14 this document?
15 programs, public relations dollars and effort 15 A. Yep. This is the Aveeno Positively
16 behind, bringing attention and awareness to our 16 Ageless Restructuring Treatment Cream. This is
17 product line. 17 another product -~
18 Q. And do you have any idea how much money |18 Q. And just for the record, this Is
19 Johnson & Johnson or its subsidiary JJCCI has spent? 19 Opposer's Exhibit No. 12,
20 20 A, This is a product that serves as a
21 21 night cream or an overnight treatment, so it's one
22 22 that addresses full face antiaging needs and
23 23 benefits.
24 24 Q. Olkay. And if you could please identify
25 25 Opposer's Exhibit No, 137
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Collins - Cahr 22 Collins - Cahr 24

1 A, Yes. This is the Aveeno Positively 1 something which is tied to specific demographics?

2 Ageless Reconditioning Night Cream. It is similar 2 A. Um-hum.

3  to the product we just talked about, but again 3 Q. Is that correct?

4 addressing the needs overnight and allowing -- 4 A. Yeah. And I think the aspiration and

5 allowing the moisturizer to seep in overnight and 5 the ideal environment is one where it's an emotional

6 continue to provide healthier looking skin, so it 6 connection where consumers realize that this is a

7 nourishes you while you sleep to reduce the visible 7 product that is addressing something that is not

8 signs of aging. 8 only a skin care need, a problem solution, but also

9 Q. And finally if you'd take a look at 9 something that says something a little bit about
10 Opposer's Exhibit No, 14 and identify that for the 10 them. When you think about great brands of Nike, of
11 record? 11 Starbucks, of Coca-Cola, there are things that have
12 A. Yep. This is the entire current 12 an emotional connection to us for some reason, and
13 Aveeno Positively Ageless product line, Everything 13 Aveeno is an example of a heritage brand that's been
14 that is on this document is currently in 14 around since the 1940s developed in the Mayo Clinic
15 distribution and sold through various retailers that 15 as part of the oatmeal bath. When we talk to
16 we work with and have relationships with. 16 consumers, consumers are always talking about the
17 Q. Okay. Now, just for the record, 17 soothing benefits and the skin benefits of the
18 exhibits -- the first photograph is Exhibit No, 4. 18 products from Aveeno because of that heritage and
19 From Opposer's Exhibit No. 4 to Opposer's Exhibit 19 because of that connection from when they were a kid
20 No, 14, these are all photographs that have been 20 and they had poison ivy or they had chicken pox, and
21 taken of samples that you've personally brought to 21 they addressed it with an oatmeal bath. And what
22 the deposition. Is that correct? 22 we've done is we invested behind the equity to
23 A, That's correct. 23 strengthen that positioning and further
24 Q. And so all of these are accurate images 24 differentiate what makes our products effective and
25 reflecting the usage of Positively Ageless on 25 what makes our products one where consumers would

Collins - Canr 23 Collins - Cahr 25

1 packaging that you have brought from -- 1 choose them over others.

2 A. That is correct. 2 Q. So there's specific brand equity in the

3 Q. - your employer? 3 Aveeno mark, and then there's specific brand equity

4 A. That is correct. 4 in the Positively Ageless mark?

5 Q. Now, one of the things that I'm going 5 A, That's correct,

6 to talk about a little bit now is the brand equity 6 Q. So can you describe what the brand

7 underlying Positively Ageless and underlying Aveeno. 7 equity is first of Aveeno and then --

8 A. Okay. 8 A. Yep.

9 Q. Before I do that, can you explain for 9 Q. -- of Positively Ageless?
10 the record what brand equity means? 10 A. Yep. So Aveeno we talk about our
11 A, Yep. So brand equity is the 11 equity having three core pillars, and one is our
12 association that consumers have with a particular 12 active natural ingredients, and what that means to
13 brand. And so we compete with a number of products: |13 wusis that we select natural ingredients that we
14 Olay, Neutrogena, L'Oreal, etcetera. Each of them 14 Know have a skin benefit that we know work with your
15 have a different meaning in the minds of a consumer 15 skin, so whether it's the heritage of oat, whether
16 and a different perception in consumers, and so part 16 it's soy, shiitake mushroom, Feverfew, there's about
17 of my role as a brand manager is to make that 17 nine or ten active ingredients that we use that we
18 experience as positive as possible as well as 18 know provide actual benefits, and we have research
19 differentiate it and make it unique from the other 19 and proof, if you will, behind that, those benefits.
20 product offerings that are in our competitive set 20 The second pillar is around clinical
21 that consumers would consider using, as well as to 21 efficacy. So as part of being a part of the Johnson
22 highlight what the product benefits may be of a 22 & Johnson organization we invest heavily behind
23 particular brand. 23 research and development and proving that our
24 Q. Okay. And so sometimes the brand 24 products work and provide a real benefit to the
25 equity Is focused on the benefits, sometimes It's 25 consumer. So that's the second pillar.
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Collins - Cahr 26 Colling - Cahr 28
1 And the third is the professional 1 seeing crows lines and wrinkles, then I'm going to
2 accreditation. So Aveeno was begun with the Mayo 2 go to Positively Ageless for those solutions.
3 Clinic, and in partnership with the Mayo Clinic 3 Q. and would you say that the two central
4 we've had a strong partnership with dermatologists 4 suggestive words in the mark are "positive" and
5 over 60 years of working with them over the Aveeno 5 lage"?
6 equity. They see it as a product that can address 6 A, Yes. Yep.
7 the various needs that consumers may have when 7 Q. And what Is the significance of that
8 they're visiting a dermatologist, as well as it 8 within the brandina?
9 gives our equity credibility because of the 9 A. Yep. So again, the positive -- the
10 relationship that we have there and the fact that 10 positives word is one that is counter to this
11  our products would be recommended by dermatologists 11 fighting of antiaging and doing it in a way that's a
12 in their offices and in their interactions with 12 very Aveeno way. So other equities wouldn't be able
13 their patients. 13 to do this, in the sense that Olay's heritage is
14 Q. And now tell me a little bit about the 14 built against very clinical, highly chemical, if you
15 brand equity for Positively Ageless? 15 will, type of solutions. We're trying to counter
16 A, Yep. So Positively Ageless, like I 16 that, ao the other way with the positive, the use of
17 said, was our -- our launch into antiaging, and the 17  positively.
18 intent was a lot of antiaging products are fighting 18 Q. So it's suggesting a whole host of
19 antiaging. You hear about people wanting to fight 19 different things about the products?
20 the signs of aging. You want to see -- consumers 20 A. Correct.
21 feel like there's an aggressiveness that needs to 21 Q. The use of the word "positive"?
22 happen, and that comes from more manufactured 22 A. Correct. And then obviously the age
23 products, if you will, less natural products, and 23 and the ageless use is very transparent and
24 our opportunity under Aveeno was to create a 24 explaining that this is -- this is what type of skin
25 portfol- -~ a product line that would address 25 need that you would be looking to resolve, And like
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1 antiaging in a different way, in a more positive way 1 1 said, since it's such a large portion of the
2 and in a way that is more holistic, right, so the 2 category, a humber of consumers are fooking to that
3 ability for us to balance from manufacturing to the 3 whenever they go to shop.
4 natural bend allowed us to develop this idea of 4 Q. And are you familiar with any other
5 Positively Ageless and not only addressing your § competing products that use "positive" and "age" in
6 antiaging needs, but also doing it in a way thatis 6 their marks?
7 good for you, in a way that is helping you achieve 7 A. No. There's nothing else that I know
8 healthier looking skin. B of in our category that combines those two words in
9 Q. And so the use of Positively Ageless 8 any form or fashion.
10 draws upon the decades of brand equity that Aveeno 10 Q. So you consider that an Important fact
11  has developed and also then adds additional brand 11 that you are really -- that you have that branding
12  equity to that as well? 12 to yourself?
13 A. Yes. Yeah, So all of the -- all of 13 A. Yes. Yes.
14 the products that we launch under Aveeno need to be 14 Q. And would it harm you if that was
15 in line with the three pillars that I talked about, 15 diminished by the presence of other people in that
16 making sure they draw on all of those components. 16 space using positive and age together?
17 As we think about continuing to distinguish them 17 A. Yeah. I think that it could cause
18 within our own portfolio, why someone would pick up 18 confusion, and it could cause one where the
19 a Positively Ageless product versus an Ultra-Calming 18 investment in the equity that we've built up under
20 product is they're going to address different needs, 20 Aveeno Positively Ageless could be confused or could
21 and so we need to find ways to communicate that to 21 be misinterpreted because of the clarity of what
22  our consumers and understand that if I'm someone who 22 we've built, and there isn't anything that's similar
23 has sensitive skin and blotchiness and redness, I'm 23 toitin our current environment.
24 going to go to Ultra-Calming to meet those needs. 24 Q. And do you belive that someong, If they
25 If I'm someone that's looking in the mirror and 25 were to use positive and age in a mark in your
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1 space, would they be -- or even in a closely related 1 and we often do research to understand what
2 space, would they be able to get a free ride on all 2 consumers would allow us to produce and compete in,
3 of the hard work and the dollars that you've spent? 3  and a number of these products are products that we,
4 A, Yeah. I mean, I think there could 4 under the Aveeno mark, already produce products, and
5 very well be an association between people who are 5 so using Positively Ageless as a platform in those
6 used to purchasing these products or have used these 6 categories could be a potential opportunity for us.
7 products in the past associating the same benefit 7 Q. And to that end I'd like to put in
8 that they got from that with a new mark that would 8 front of you Opposer's Exhibit No. 16. Can you
9 use that same description. 9 please let me know what that is?
10 Q. Well, I am going to place in front of 10 A, Yes. This is a product image of some
11 you a document that has been marked as Opposer's 11 other products in the Aveeno portfolio, specifically
12 Exhibit No. 15. Can you please take a look at this 12 two of our shave products. One is the Aveeno
13 for me? 13 Therapeutic Shave Gel, and one is the Aveeno
14 A, Yep. 14 Positively Smooth Shave Gel.
15 Q. Have you seen this document befare? 15 The third image is of our Aveena
16 A. I have. 16 Ultra-Calming Makeup Removing Wipes, and so back to
17 Q. And what is this document? 17 the earlier conversation, these are categories that
18 A. This is the trademark -- trademark 18 the applicant is asking for permission to use their
18 application by the applicant for Positive Ageing, 19 mark in, so they're categories that we currently
20 Q. And can you please describe for me what 20 compete in for Aveeno.
21 it says under the description of goods? 21 Q. And that it would not be unreasonable
22 A, Yep. It says soaps; perfumes, 22 to imagine as part of your natural zone of
23 essential oils, cosmetics, hair lotions; 23 expansion?
24 dentifrices; makeup removing preparations; beauty 24 A. Correct. Correct.
25 masks; shaving products, namely, shaving balm, 25 Q. And can you talk a little bit about how
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1 shaving cream, shaving gel, and shaving mousse, 1 the brand has expanded in the past? What you
2 Q. Do you believe that any of the products 2 started with and what products you expanded into
3 listed there sold under the Positive Ageing brand 3 with the Positively Ageless line just to demanstrate
4 would be likely to cause confusion with your 4 what we're talking about?
5 products -- 5 A, Yep. So we began with cleansers,
6 A. Yes, 6 facial moisturizers and treatment products, and we
7 Q. -- sold as Positively Ageless? 7 have expanded into the body care category as well as
a A, Yeah. I think a couple of these 8 the hand care category with our skin strengthening
9 categories are ones that are either something we 9 -- our Aveeno Positively Ageless Skin Strengthening
10 have current presence in, cosmetics we have our 10 Body Lotion and Aveeno Positively Ageless Skin
11 tinted moisturizer that has a cosmetic application 11 Strengthening Hand Cream, and so that was an idea
12 and purpose, as well as soaps versus cleansers, 12 and a concept that consumers are not only facing
13 They're providing the same sort of end benefit to 13 antiaging needs when they're dealing with their
14 the consumer, Consumers would shop those in the 14 facial care, but they're also seeing other problem
15 same way. 15 areas, if you will, on other parts of their body.
16 Q. And it's common within Aveeno, and it 16 Q. Okay. So it's basically -- do you view
17 would be useful for you to explain how this works, 17 Aveeno as a brand that deals with the total body?
18 for a brand to start addressing a couple of very 18 A, Yes. Yep. So we think of it as we
19  specific kinds of products and then expand -- 19 compete in a number of different categories. We
20 A. Yep. 20 have hair care, we have sun care, we have shave. I
21 Q. -- put into many of the others that 21 think we have 10 total. Facial cleansing, facial
22 either Johnson & Johnson as a whole or Aveeno, mare 22 moisturizer, body cleansing, body lotion, baby care
23  broadly, are selling? 23 products, itch products, so == and there's one other
24 A, Yas. We are canstantly doing research 24 one I may be forgetting.
25 on how to continue to grow and extend our equity, 25 But yeah, so we compete in a number of
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1 different categories because of the -- they're all 1 body care products are shelved together, so the
2 about skin. We want to be a leader in the skin care 2 Positively Ageless Skin Strengthening Body Lotion
3 category, and it's not limited to a particular part 3  would be sitting next to our daily moisturizer,
4 of your body, 4 Aveeno Daily Moisturizing Lotion in the same way
5 Q. And so for the Positively Ageless brand 5 that the other Positively Ageless products that we
6 when you see opportunities do you view that as a way 6 talked about would sit next to our Clear Complexion
7 that you can further expand the equity of Positively 7 or Ultra-Calming products today.
8 Ageless Into other kinds of treatment? 8 Q. So the Aveeno brand acts as almost an
9 A, Yes, Yes, And like I said, I think 9 umbrella over all of these various different kinds
10 the first proof -- the first place for us to prove 10 of uses. Is that correct?
11 that we have the ability to deliver antiaging 11 A. Correct. And I think we are always
12 benefits is in facial care because that is the most 12 looking at ways to expand -- expand that reach of
13 sought after antiaging need and the place where 13 that umbreila mark and have consumers who like and
14 consumers go first, but there are other needs areas 14 use our products in one category, figuring out ways
15 where they would see signs of aging and have the 15 to transfer them into usage in other categories.
16 desire to look younger. 16 Q. Okay. And before we move on to sort of
17 Q. And just again in the whole -- in the 17 where these things are sold, --
18 skin care area generally, not even just the ones 18 A, Yep.
19 that are directly competed in by the Positively 19 Q. -~ let's go for one last exhibit in
20 Ageless brand, but in Aveeno more generally, there's 20 this last space, which is Opposer's Exhibit No. 18.
21 no competing products that uses positive and age 21 A. Okay.
22 in-— 22 Q. Can you please describe that?
23 A, Correct. 23 A. Yep. This is the -- this is the —
24 Q. In the mark together? 24 these are product images of our Aveeno hair care
25 A, Correct. 25 products.
Collins - Cahr ok Collins - Cahr a7
1 Q. 1 have what is listed as Opposer's 1 MR, CAHR: And this is a two-page
2 Exhibit No. 17. Can you please identify that? 2 exhibit, It should be noted far the record.
3 A, Yep. This is an image of two of our 3 A, And they provide a number of benefits
4 Aveeno products, the Aveeno Clear Complexion 4 from a sulfate free product to a dandruff control
5 Cleansing Bar, as well as the Aveeno Moisturizing 5 product to a base shampoo/conditioner and treatment,
6 Bar, so these are two soap products that provide 6§ and the hair care category is one where recently we
7 cleansing benefits and are sold right next to our 7 have started to see expansion by our competitors
8 Positively Ageless product on shelf, and so they sit 8 into the antiaging benefits and one where consumers
9 within our brand block, which is how we describe all 9 are beginning to feel that there are ways that
10 of our products sitting together on a shelf, and... 10 they're beginning to show their age through their
11 yeah. 11 scalp and through their hair.
12 Q. And we're going to talk a little bit 12 Q. Okay. Now, let's move on to the
13  more about how your product is sold in a few 13 question of where these products are sold.
14 minutes, but -- 14 A. Okay.
15 A. Okay. 15 Q. Now, yeu mentioned befare the fact that
16 Q. -- nne of the things I do want to 16 you want peaple to be able to come to the Aveeno
17 mention now or ask you about now is when you say 17 line and to the Pasitively Ageless line from various
18 that they're sold together, does that mean that the 18 different touch points.
19  Positively Ageless products are sold within the full 19 A, Yep.
20 spectrum of all of the other Aveenc products? 20 Q. In terms of, you know, what they're
21 A. Not -- all of the other products 21 looking for: Are they looking for things to help
22 within the category. 22 them with aging; are they looking to help them with
23 Q. Oleay. 23 acne? I mean, you want them to be able to look at
24 A, So facial care, all the facial care 24 this as a total. Is that a good summary of what
25 products are set together, In body care, all of the 25 you...
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1 A. Yes. Yeah. 1 A. Correct.
2 Q. But you're also, 1 would imagine, 2 Q. So through stores, through chain
3 interested in being able to gat to the consumer from 3 stores, over the Internet?
4 3 variety of different channels of trade, too? 4 A. Um~-hum,
5 A. Correct. Correct. 5 Q. Through distributors whao just get it to
6 Q. Can you explain that a little bit? 6 smaller stores?
7 A. Yep. So as part of Johnson & Johnsen 7 A. Um=-hum. Yep.
8 Consumer Companies, Inc. we have relationships with | 8 Q. To spas, and In a growing way through
9 major retailers throughout the country, and so that 9 medical practices, too?
10 -~ consumers are not only looking for skin care 10 A Yep.
11 solutions in one place. Not everyone shops at mass 11 Q. And I'm assuming that any Aveeno
12 retailers like a Wal-Mart or a Target. Some will 12 product s potentially a -- and actually, if you
13 shop at a drug, some will shop at club stores, some 13  could answer affirmatively?
14  will shop at local small mom and pop grocery stores, 14 A. Yep.
15 that whole -- that kind of runs the list. And so 15 Q. VYesorno?
16 our intention is to find ways to distribute and make 16 A. Yes. I know.
17 that offering available to consumers wherever they 17 Q. Sp any Aveeno product, whichever line
18 may be shopping for their skin care needs. 18 we're talking about, whether Positively Ageless or
19 Q. And do people sometimes buy these 19 Positively Radiant, is potentially a candidate for
20 things in spas or -- 20 any of those channels of trade. Is that correct?
21 A. Um-hum. 21 A. Correct.
22 Q. -- from -- and do some dermatologists 22 Q. And are you always looking for
23 sell -- 23 different ways to sell Positively Ageless to
24 A. Yep. 24 consumers in different channels?
25 Q. Sell these kinds of products as well? 25 A. Yes. As my role to grow the business
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1 A. Yes. So a lot of the -- for example, 1  I'm looking for the most efficient way to make the
2 aspaor asalon, a place where you would get a 2 product available, and if a consumer is interested
3 facial, those types of things, obviously there's a 3 in the product but it's not available to them in
4 connection there for the benefit that you're looking 4 that particular channel, then it's a missed
5 for and products that would address those benefits, 5 opportunity for us.
6 and so we compete with the brands and the products 6 Q. Okay. Now, ! have marked as Opposer's
7 that are offered in those -- in those locations and 7 Exhibit No. 19, Have you seen this before?
8 are always looking for ways for us to expand there. 8 A. Yes,
9 From a professional standpoint there’s also that 9 Q. Was this prepared by you?
10 relationship is so strong, and so a consumer may go 10 A, Yes.
11 to a dermatologist, and the dermatologist would make | 11 Q. Can you please describe --
12 a recommendation for a particular product, and they 12 A, Yep.
13 would be able to sell them the product. We are 13 Q. -= what this is?
14 currently embarking on an endeavor that allows 14 A. This is a list of all of the retailers
15 dermatologists to order product through our Web 15 specifically that we sell directly to the Aveeno
16 site, then be able to sell them to their patients at 16 Positively Ageless platform.
17 their locations. 17 Q. And could you read into the record
18 So a number of other products have been |18 which --
19 launched by dermatologists themselves. 19 A. Yep.
20 Dermatologists are also looking at the ability to 20 Q. Which stores those are?
21 provide solutions to their patient, their patient 21 And these are just the stores you sell
22 base by being able to sell them the product at their 22 directly to, correct?
23 offices. 23 A, Correct. Correct. This does not
24 Q. So Aveeno products generally are sold 24 capture the distributor network that we have. So we
25 through a variety of different channels of trade? 25 sell to distributors who then sell to smaller --

CRUZ & COMPANY, LLC

Page 38 to 41 of 100



| o~ U AW N =

RO RN N B N =S S 2 = =% 2 =2 2 4 ==
thh & W N =2 O © 0 N 0O i & W N = o W

LI - T S - 4 B -

I R I N R e T T T e I I R T
Bt N = 0O Woe SN0 R W N -, Q

25

Collins - Cahr 42 Collins - Cahr 44
smaller distributions because there are so many 1
outlets out there, there's so many retail outlets 2
out there it would be impossible for us to have 3
relationships with every store, so we use 4
distributors in a B to B sort of way to sell them 5
product that they can then sell to their distributor 6
network. 7 Q.  AndnextI'd like to show you some
So the list of retailers here is 8 other competing products --
Wal-Mart, Target, K-Mart, CVS, Walgreens, Rite Aid, 9 A. Okay.
Kroger, Publix, Safeway, Supervalu, HEB, Wegmans, 10 Q. -- and how they're sold, and then
Giant Eagle, AHOLD, ULTA, Bed, Bath & Beyond, and 11 hopefully you can sort of walk us through what that
Bl's. 12 means for the marketing of the Positively Ageless
Q.  And ULTA actually in addition to being 13 product as well,
a retaller has like some spa type services of its 14 A. Okay.
own, right? 15 Q. I've got for you initially what is
A. Yes. So ULTA is more of a beauty 16 marked as Opposer's Exhibit No, 21, which is an
boutique type of store, and it's a place where 17 Internet printout. Can you please describe for us
consumers are looking for more premium skin care 18 what this is?
solutions as well as they have the option there to 19 A. Yep. This ==
have some spa services like we mentioned before in 20 Q. And did you print this out?
terms of facials and peels and those sorts of 21 A. Yep. This is a printout of the
things. 22 products for the Bliss line, which is a brand of
Q. 23 skin care products, hair products, as well as spa
24 services that are offered across those different
25 lines. So Bliss has done a nice job of building up
Collins - Cahr 43 Collins - Cahr 45
1 -~ they had spas to begin with, and consumers would
2 go there and experience their products., They have
3 leveraged that to sell different products, like I
4 said, in the categories I mentioned from skin care
5 to hair and makeup, and use that spa entry point as
6 a way to get consumers to use products elsewhere,
7 and to my knowledge they're sold -- I believe
8 they're sold at ULTA and other channels that we
9 would compete with.
10 From an Aveeno Positively Ageless
11 perspective we see them as a competitor. We know
12 that there are consumers that buy both of these -~
13 both of these platforms, both of these products, and
14 so someone is making a decision between do I buy
15 this or do I buy Aveeno Positively Ageless.
16 Q. So they've tied together, sort of,
17 services being provided to the consumer with --
18 A. Correct.
19 Q. -- goods being sold to the consumer?
20 A. Correct.
21 Q. And so they provide hairdressing beauty
22 salon services --
23 A. Yep.
24 Q. -- and beauty care services?
25 A. Yes.
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1 Q. Plus they also sell the products? 1 A. 1 think, again, the consumer would

2 A. Yes. 2 have the perception that it's giving them the same

3 Q. And in your experience does that mean 3 skin benefit that Positively Ageless would be giving

4 that people are going to tie those things together 4 them, and there's the opportunity of confusion, so

5 in the public mind and expect that the same products 5 if they have used Positively Ageless in the past,

6 are sold across the various different channels of 6 they go to a salon that gives them a service and

7 trade? 7 recommends Positive Ageing, I think there's

8 A. Yes. Yes. And I think that, like you 8 definitely confusion that would occur there, and a

9 said, they would have an experience, whether it's a 9 consumer would not always be able to distinguish
10 facial or a peel that they have as a spa treatment, 10 what's unique or different about those two names.
11 then they would look for the products that the 11 Q. And what about a hairdresser?
12 beautician or the woman who was doing this -- person | 12 A. Um~hum.
13 who's doing this service might use, and then 13 Q. How would confusion work in your mind
14 obviously part of the business model is for them to 14 that way?
15 recommend that product. If you like the feel of 15 A. Yep. Again, the same -- the same sort
16 this, if you like the experience that you had, if 16 of service. If someone is going to a beauty salon
17 you like the benefit that you're seeing on your 17 for a hair service, they make a recommendation for
18 skin, here's this product that I think you should 18 something that is going to address their aging needs
19 use, and then here's where you can get it. 19 through a product calied Positive Ageing, it would
20 Q. So there's no real barrier then between 20 be easy for them to say there are other products
21 products sold through these various different 21 that I've used in the past on different parts on my
22 channels of trade? 22 face that are Positively Ageless, and I might
23 A. No. And from a consumer's perception 23 associate those two as the same thing, and some of
24 and a consumer's mindset I don't think they think 24 the investment and the unigueness that we have tried
25 about it in the same way that we do. I think they 25 to develop through the Aveeno team would be - is
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1 are looking to address a particular need. They have 1 going to be lost or would be less, kind of

2 fine lines, they have wrinkles, they want to find a 2 discredited. They would be getting credit for our

3 way to get rid of it, and so there are multiple ways 3  work,

4 for people to talk to them about those benefits, and 4 Q. And what about someone who was selling

5 they wouldn't see it as separate things; that if 5 Positive Ageing products or seryices in connection

6 something was sold through a spa, that they're a 6 with dermatological care or some other kind of

7 different type of product than something that was 7 medical care in connection with skin care, --

8 sold through a retailer. 8 A. Yeah.

9 | # 5 But moreover, even a service that was 9 Q. -~ would that be confusing?
10 sold under that -- 10 A. Yes. And I think it would not only be
11 A. Correct. 11 confusing for the consumer, but it also could be
12 Q. -- would be deemed related in your -- 12 confusing for some of the dermatologists because we
13 A. Yes. 13 have invested and detailed to them the Positively
14 Q. In your description? 14 Ageless platform and the benefits of those products,
15 A. Uh-hum. Yes, I think it's their— 15 whether it's through the -- we have a sales force
16 they go to get a facial or go to get a -~ you know, 16 that details and talks about the entire Aveeno
17 a facial peel, a medical peel because they're 17 portfolio. Positively Ageless is a part of that.
18 looking to address the same skin needs that they 18 There's obviously been communication to them about
19  would use a product for. 19 the benefits of Positively Ageless, and so the
20 Q. So do you believe that if someone were 20 dermatologists could be confused about what product
21  to try to use or register the mark Positive Ageing 21 it would be as well as the recommendation that they
22 in connection with beauty salon services that that 22  would make to the -- to their patient. Their
23 would still be a problem for you? 23 patient may not understand that there's a difference
24 A. 1 do. 24 there between Positive Ageing and Positively
25 Q. And explain why. 25 Ageless.
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1 Q. Okay. And on a related note, [ would 1 fragrance across that -- across that line, so

2 like you to take a look at Opposer's Exhibit No, 22, 2 consumers gueue that usage. We think about and talk

3 which I believe you also printed out? 3 to consumers about, an example being Johnson's Baby

4 A. Yep. 4 Lotion, the pink lotion, that fragrance you could

5 Q. And can you please describe that for us § put-- people think that babies smell like that,

6 as well? 6 right? Butit's really they smell like the pink

7 A, This is a printout from the 7 lotion. And so it's that queue and that fragrance

8 origins.com Web site that talks about their line 8 queue that allows us to queue that nostalgia, that

9 Plantscription, which are antiaging products similar 9 reason that a consumer thinks that it might work,
10 to the ones that we have under Aveeno Positively 10 the reason that a consumer thinks that it is giving
11 Ageless, so night creams, eye treatments, serums, 11 them the benefit that they're sought after.
12 cleansers, those sorts of products, and again, the 12 Q. So with a mark like Positively Ageless
13 -- the other page is about some of their mini 13  where there's nobody else who has another similar
14 facials that they offer that they are trying to 14 mark, —
15 expand their retail environment. 15 A, Um-hum.
16 QOrigins is a natural brand, is a 16 Q. -- if someone were to come up with
17 product that has stand alone retail outlets where 47 Positive Ageing branded perfume, would you consider
18 they sell their products and offer the brand 18 that to be a problem?
19 experience and offer the equity experience, se when 19 A, Yeah. I think that, again, it could
20 consumers walk in and they know what Origins is 20 be something that, depending on the similarity to
21 about, it has a very specific look and feel, as well 21 the fragrance there could be confusion there, and
22 as their ability to cross-sell the services that 22 even if it is different, it would be a different
23 they may provide in one of those retail outlets, so 23 experience for someone who may have used Positively
24 a facial, those sorts of things, to the product 24 Ageless products and experienced a certain fragrance
25 line, Plantscription. 25 for something different to be out there.
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1 Q. Now, one of the things that 1 note 1 Q. So it could damage your brand if it's

2 about a number of these products is the guestion of 2 a--

3 whether or not =~ you know, both the ones sold by 3 A. That ==

4 Aveeno and the anes sold by your competitors, is the 4 Q. -- fragrance --

5 notion of fragrance. 5 A, If its bad experience, right.

6 A. Um-hum. Yep. B Q. -- that's not positively associated

7 Q. Now, could you please talk about the 7  with your product?

8 importance of fragrance in this market? 8 A, And I think any negative experience

9 A. Yeah. So fragrance is critical for 9 that someone could have with a mark as similar as
10 us, as we ~- just the reaction that a consumer has 10 that would have a negative impact on our portfolio.
11 when they use our product, that the fragrance is 11 So even if it's something that is not the exact same
12 pleasant, potentially communicating an end benefit. 12 type of product, even an adjacent product like the
13 We go through training, we work tirelessly with 13 list that the applicant has applied for, there could
14 either our R & D department or our fragrance houses 14 be confusion, and there could be I had a negative
15 where we develop fragrances for a particular product 15 experience with Positive Ageing; therefore, I would
16 that they queue certain things in the minds of 16 not be inclined to purchase Positively Ageless.
17 consumers as they are experiencing that scent. When |17 Q. And one more quick question on this.
18 we think about fragrance on our platforms we wantto |18 Can you please describe what "cosmetics” means in
19 maintain consistency. Positively Radiant would have 19 your market and whether or not what you're selling
20 a particular fragrance, as well as -- if it's 20 are cosmetics?
21 slightly different we're still playing on the same 21 A. Yep. Yeah. So cosmetics are products
22 notes, whether they're floral notes or whether 22 that would help change the appearance of a user's
23 they're oat notes, whether they're water notes, 23 skin, find a way to make them feel more beautiful,
24 we're trying to play on the same notes, and so the 24 help them to highlight a particular area on their
25 same with Positively Ageless. We have a similar 25 face, whether it's their eyes or their lips, or to
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1 provide coverage. The one product in our Aveeno 1 Positively Ageless we could explore and consider how
2 Positively Ageless line that would be similar is our 2 to launch those types of products because it's a
3 tinted moisturizer. That product does provide a bit 3 similar benefit that a consumer is looking for.
4 of a foundation. So often consumers would say, I 4 They want to make sure they're cleaning everything
5 don't want to use a foundation because it's heavy, 5 away and that they're removing all the makeup that
6 but I need that coverage and I need that even tone 6 they've worn during the day so that they can use
7 that you get from a slight tint, and so part of the 7 another product to treat some of these antiaging
8 reason we went into the tinted moisturizer category 8 signs at night.
9 and launched a tinted moisturizer was to provide 9 Q. What about shaving? Is that something
10 that benefit for consumers. 10 which Aveeno or Positively Ageless, either one, are
1" Q. So do you believe that if sormeone were 11 working with now --
12 selling Positive Ageing branded cosmetics that that 12 A. Yep.
13  would be a problem for you? 13 Q. -- or expect that it could be a future
14 A, veah. I think that it would 14 area of expansion?
15 definitely be -- provide some similar benefits as 15 A, So we have a men's shaving line that
16 well as Johnson & Johnson as an organization has 16 we launched this year around a facial wash, a shave
17 skills and expertise in the cosmetics area, so it's 17 gel, and an after-shave lotion. We have also since
18 not -- would not be out of the realm of 18 == I'm not sure of the exact year, but I think for
19 possibilities that we would expand into cosmetics. 19 over 10 years we've had shaving products, the
20 Neutrogena, one of our sister brands, 20 Therapeutic Shave Gel I mentioned before and the
21 as we say, has a cosmetics line, and so we have the 21 Positively Smooth Shave Gel under the Aveeno moniker
22 skills and the ability as an organization to compete 22 that are sold in all the channels we mentioned
23  and produce in that category, and so the similarity 23 before. So we have expertise, we have products that
24 between this mark and the opportunity for us to 24 work in that area, and as consumers feel the need or
25 launch Aveeno or to launch Aveeno Positively Ageless 25 think that they can address some of their antiaging
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1 specifically in cosmetics is definitely a 1 needs through shaving we definitely would consider
2 possibility. 2 that as an option.
3 Q. And would a similar logic apply to 3 Q. Okay. NextI'd like to show you —1
4 other things like beauty masks, for example? 4 mean, let me know if you want to take a break.
8 A. Yes, Um-hum. Yep. 5 We've been talking for a while now, so..,
6 Q. Is that something which is sold by 6 A. I'm good.
7 other J&J or Johnson & Johnson subsidiaries? 7 Q. All Fight. This is marked as Opposer's
8 A. Yeah. 8 Exhibit No. 23,
9 Q. Or even Aveeno? 9 A, Okay.
10 A. Yeah. So we currently don't sell a 10 Q. Can you please tell us what this Is?
11 mask, a particular mask, but it is something that, 11 A. Yep. This is a list of some of the
12 again; the end benefit of what a consumer is looking 12 media highlights that we have supported under the
13 for is addressed by a mask. It's a similar benefit 13 Positively Ageless platform over the -- since
14 to what they're looking for in these products, which 14 inception in 2007, so 2007 through 2012,
15 means that we're always exploring, like I mentioned 15 Q. And this document was created by you?
16 before, the ability for us to extend our equities 16 A, Yes.
17 and our trademarks into other categories such as 17 Q. Sa can you go through the document and
18 that, 18 explain for the record --
19 Q. And makeup removing, is that something 19 A. Sure.
20 which would be covered as well? 20 Q. -- what it is?
21 A. Yep. So like I said, in our facial 21 And I believe that there's a page
22 care portfolio we do have makeup removing products, 22 number on each page, so --
23 the Ultra-Calming Makeup Removing Wipes. We are 23 A. Got it.
24 launching other makeup removing products in the 24 Q. -- when talking about each individual
25 future, That is definitely something that with 25 page if you could just reference that?
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1 A. Okay. I'll start from the back, 1  we worked closely with Allure te develop and create
2 actually, just so that we can -- because those are 2  an advertorial that --
3 the earliest activities. 3 Q. And is Allure an important magazine in
4 The first is on page 10. Thisisa 4  the beauty space?
5 program called the Buzz Agent Word of Mouth Program. 5 A. Yes. Allure labels themselves as the
6 What Buzz Agent is is people are seen as influencers 6 beauty expert. They are really the -- the leading
7 in their sphere of influence, so friends, 7 publication around all things beauty. We think
8 colleagues, etcetera, similar to almost an Aven, if 8 about their Allure Awards that they annually give
9 you will, which has you get credibility because one 9 out. They are the one that they have the strongest
10 of your friends is recommending a product. Word of 10 data to the correlation between having that award
11  mouth type of program. We were able to sample -- 11 associated with your product impacting sales. So
12 they had full size of our Positively Ageless daily 12 consumers see them as an expert. They see them as a
13 moisturizer, and they had small like individual 13 credible kind of check or credible recommendation,
14 packets of our serum and coupons that they could 14 And so this product was we had a
15 distribute to their -- to their friends, their 15 sweepstakes under the advertorial, as well as
16 personal network., Ask them to use the product. If 16 through digital assets, that drove consumers to that
17 they liked the product, if they enjoyed the 17 holistic experience of I've seen it in the magazine,
18 experience they would then make a recommendation. 18 1I've seen it there, and also be able to view it
19 We reached over 277,000 people through 19 online.
20 this campaign, through the people that actually used 20 The next -- the next group is elements
21 it and then through their recommendations that they 21 that we worked on last year, and these are all
22 made afterwards. We also were able to survey them 22 things that I actually personalily worked on. So
23 to understand the experience that they had had, and 23  we'll start with page 3.
24 one of the resuits that we saw was that 72 percent 24 This is our Expo TV videos. Expo TV is
25 of the respondents who used the products switched 25 a service, a digital service where they have a
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1 the current product they were using to the 1 community of consumers that they provide products
2 Positively Ageless product that they were sampled 2 to. The consumers are asked to use the product and
3 with. 3 provide a review of how the product performed, what
4 Q. And do you believe that that's a strong 4 they liked and didn't like about it, and this allows
5 result? 5 us to internally get understanding on how our
6 A. Yes. Both in terms of the number of 6 products are working as well as to use those videos
7 consumers that we reached as well as the experience. 7 in a way so consumers learn more about the real life
8 Anytime someone is willing to make that type of 8 experience. Obviously, with all these things at
9 change it's a significant influence on them, 9 times there is skepticism around what a product is
10 Q. And does that build the equity in the 10 going to say. It's more authentic and it's
11 brand? 11 obviously real because of the fact that these are
12 A, Yeah. I think that they clearly 12 real consumers who are using our product,
13 understood what the product was and what the benefit |13 This is one where we took the video
14 they were seeking. They sort of raised their hand 14 assets, we then created digital display units, we
15 to say these are the types of products that I'm 15 had video -- we post the videos on YouTube, on our
16 interested in. This was obviously a match to that 16 Facebook page, and consumers could view those videos
17 with the Positively Ageless product, and meeting so 17 at their leisure. If they were searching for videos
18 many of their needs is a very strong result. 18 on YouTube they were driven to these videos. We
19 Q. Excellent. If you could go on to the 19 provided them with a number of products across the
20 next? 20 Positively Ageless platform. It was the Positively
21 A, The next would be page 8. This is an 21 Ageless Complete Antiaging System, the body -- the
22 example of a way that we expand on our print, print 22 skin strengthening body lotion as well as the
23 media campaign. We were able to add what we call an 23 Positively Ageless Correcting Tinted Moisturizer.
24 advertorial to the campaign, so not only our 24 This is another one where we saw really
25 traditional print ad that was in a number of books, 25 strong results in terms of reach. We saw over
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1 828,000 impressions through our search results, as 1 video views. So 1.4 million people viewed the

2 well as the purchase intent increase for consumers 2  entire video of the makeover series. So we worked

3 who witnessed these videos. 3  with a couple of celebrities, had a give away, and

L] The next page, page 4, these are 4 had a -- had a take-over of their Web site, again,

5 examples of our -- what this is called here, high 5 during this time when the video was launching. They

6 impact digital media, so this is ways for us to 6 obviously are trying to drive traffic to the

7 brand an entire Web site and bring the experience of 7 SheKnows Web site, so it was a three-sessioned

8 the Positively Ageless line to the consumer as 8 video, so you could see the first part, then you'd

9 they're surfing the Web, and if you look at the -- 9 say come back to see part two, and come back to see
10 we used three partners that we worked with, WebMD, 10 part three, so that was how we partnered with them.
11 Total Beauty, and SheKnows. 1 And then the last page 6, the last page
12 Q. And just for the record, WebMD is a Web 12 in this set of this documents is our Allure
13  site which is primarily focused on medical 13 antiaging advertorial. Again, partnering with
14 information? 14 Allure because of their expertise and credentials
15 A. Correct. Correct. 15 around beauty and antiaging. This was another one
16 Q. So this is also, once again, being 16 where we had a sweepstakes where consumers could win
17 associated with professional care? 17 a gift set which was this product line of Aveeno
18 A. Correct. 18 Positively Ageless, a number of praducts with that,
19 Q. And so things that are being sold In 19 and it was also an advertorial that lived in their
20 that fashion -- 20 magazine and advertised our platform.
21 A. Would be == 21 Q. And this is not an exclusive list,
22 Q. -~ are -- would be an issue - 22 right? This is just some highlights, right?
23 A. ~- in competition, for sure. And I 23 A. Correct. These are probably the
24 think WebMD is obviously an authority on a number of 24 highest impact ones, the ones that had -- but it's
25 health care needs. Consumers are going there and 25 not -- not everything in total.
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1 looking for things. Not only symptoms of the common 1 Q. And I'd like to give you what has been

2 cold, but they're also looking for things like skin 2 marked as Opposer's Exhibit No, 24 --

3 care solutions, which is why we partnered with them, 3 A, Okay.

4 and we partnered with them very specifically around 4 Q. -- and Opposer's Exhlbit No, 25.

5 antiaging benefits and health benefits associated 5 A. Okay.

6 with that. So if a consumer was reading that type 6 Q. Can you please tell me about these?

7 of material they would see an advertisement for 7 A, Yes.

8 Positively Ageless, As opposed to randomly looking 8 Q. Do you know what they are, first of

9 at the common cold, it wouldn't make sense for us to 9 all?
10 be next to that type of material. 10 A, Yes. These are our print ads that we
11 Total Beauty is, again, an authaority on 11 ran behind the Aveeno Positively Ageless platform.
12 beauty care. Similar to the Allure, they're one of 12 Opposer's Exhibit 25 is one from 2009 featuring one
13 the leaders in the digital space, which is another 13 of our daily moisturizers. The Opposer's Exhibit 24
14 reason why we targeted them and placed our products 14 is an advertisement that we ran last year in 2012
15 next to their antiaging expertise. 15 around our entire Positively Ageless platform, so
16 And then SheKnows is a strong community 16 you can see there there's the -- the complete
17 of users that are engaged in all things beauty care, 17 antiaging system pictured as well as our daily
18 and that kind of segues into the next page, page 5, 18 moisturizer, our eye cream, and our night cream, and
18 which was this SheKnows TV series. What this was is 19 if you look at the consistency between these, and if
20 we sponsored a makeover for two users where they 20 you were to see other examples of Aveeno advertising
21 received a style makeover, they received a skin care 21 you would see how there's a similar look and feel.
22 makeover, and we created video assets that we then 22 We're highlighting our active natural, so in this
23 lived on the SheKnows Web site, but alse we linked 23 case there are shiitake. You're seeing a branding
24 to from our Facebook page, those sorts of things. 24 of our -- the bars that run vertical, the location
25 It delivered 28 million impressions and 1.4 million 25 of the headline, and again, this is one of the
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1 responsibilities for us as brand owners is to 1 documents, and if you could just let me know what

2 develop this level of consistency and maintain that 2 these are and explain a little bit about how they

3 consumers walk away from this with a clear take away 3 fit into the branding for your product?

4 that they're seeing an Aveeno Positively Ageless 4 A, Okay.

5 product. 5 Q. This is Opposer's Exhibit No. 27,

6 Q. And so you want Positively Ageless to 6 A. Okay.

7 have independent branding separate and apart from 7 Q. Did you print this out?

8 Aveeno, right? 8 A. Yeah.

9 A. Yeah. So it's almost a build, right? 9 Q. Could you please say what this is?
10 So like you said, if Aveeno is an umbrella equity, 10 A, Yes. So this is -- I mentioned before
11 there are things that are consistent across, but 11  we didn’'t capture how much behind ~-- public
12 obviously within our sections we've got to 12 relations that we spent behind the Positively
13 distinguish the difference between a Positively 13 Ageless platform. These documents, I think this
14 Ageless and an Ultra-Calming, etcetera. 14 series of documents we will see going forward are

15 public relations mentions that we will see about our
16 product line and speak to the universal nature of
17 the mark as well as the fame of the Positively

18 Ageless line.

19 Q. So these reflect your efforts to aet
20 the--

21 A. Correct.

22 Q. -~ mark out?

23 A. Correct. So we work with these

24 various publications and these various Web sites to

25 explain to them the benefits of our product, provide
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1 1 them with product, and speak to them about the

2 2 benefits of the product. Then it is obviously in

3 3 their hands to make a determination if they feel

4 4 it's something they would want to recommend to their

5 5 readership, and their credibility is always on the

6 6 line, and so they are only going to recommend or

7 7 highlight products that they are confident and kind

8 8 of provide their stamp of approval, if you will,

9 9 So this first one, as I mentioned, for
10 10 the Positively Ageless Rejuvenating Night Cream, and
1 11 itis the -- it is a competition between key night
12 12 creams that are sold. One of -- the other one was
13 13 the Olay Definity Intense Hydrating Cream, and so
14 14 tied for -- the Aveeno Positively Ageless
15 15 Rejuvenating Night Cream tied for first place in
16 16 their usage of night creams in this Good
17 17 Housekeeping exercise.

18 18 Q. Okay, And can you please tell me what
19 y 19 Opposer's Exhibit No. 28 is?

20 ; 20 And once again, you printed this out,

21 A. 21  Soin

22 22 A, Yep. So this is from thegloss.com;

23 23 which is, as we've seen digital media and bloggers
24 24 gain influence, it's not only publications and media
25 Q. Now I'm going to show you a series of 25 outlets that are gaining traction, but there are
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1 also Web sites that talk about the benefits of our 1 the prior exhibit there was some highlighting, and
2 products, so this is one that's highlighting some of 2 that's highlighting that you added, Is that
3 our new products under the Positively Ageless line 3 correct?
4 backin 2008. 4 A. Correct.
5 Q. Can you please take a look at Opposer's 5 Q. Just to demonstrate where the reference
6 Exhibit No, 297 6 to Positively Ageless is located?
7 A. Yep. This is from 7 A. Yes, Yes. Because like I mentioned
8 fitnessmagazine.com, Fitness Magazine's Web site, 8 before, these Web sites are -- they're gaining
9 and this is the best multipurpose moisturizer. This 9 credibility by being able to talk about their full
10 is from their list of products that they would 10 product line, and so they're going to want to talk
11 recommend, and the Aveeno Positively Ageless Daily 11 about -- they're going to talk about other products,
12 Moisturizer was highlighted here as a winner of one 12 other competitive products, and not solely our
13 of the best skin care products for your face. 13 productin a lot of cases.
14 Q. Okay. Can you please take a look at 14 Q. Do you want to take a break for a
18 this? 15  moment?
16 A, Yep. 16 . Sure.
17 Q. Now, would you — 17 (Recess taken from 11:09 to 11:19
18 A, This is Exhibit Opposer's No. 30. 18 a.m)
19 Exhibit 30. 19 Q. So we're back on the record.
20 Q. And you printed this out, once again? 20 A. Okay.
21 A. Yes. This is from totalbeauty.com. I 21 Q. And we left off on No., 32, but I think
22 mentioned that Web site before. But thisisa 22 it actually might be worth going back briefly to a
23 recommendation for the Aveeno Positively Ageless 23 couple of others that we already did to talk about a
24 Youth Perfecting Moisturizer, and as you can see 24 reference that's in these exhibits. If you look
25 there, there are a number of reviews averaging 8.1 25 back at Opposer's Exhibit No. 29, --
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1 out of 10 stars. 1 A. Yep.
2 Q. And can you please describe Opposer's 2 Q. -- there's a reference to at drua
3 Exhibit No, 31 for me? 3 stores.
4 A. Yep. This is from realsimple.com. So 4 A, Yep.
5 again, often some of the relationship here is that 5 Q. Could you explain that a little bit?
6 we may be mentioned in a magazine as well as the Web 6 A. Yeah. So often with these mentions,
7 site, but for simplicity standpoint it's easier for 7 whether it's in the magazine or on their Web site,
8 us to track down these mentions, but this is the 8 they want to give direction on where they could find
9 Real Simple talking about what they dub the best g -- where the consumers could find the product, We
10 budget wrinkle smoothers. It's the Aveeno 10 provide a list of the retailers to the publication,
11  Positively Ageless Night Cream and talks about the 11 and sometimes we'll ask them to feature a particular
12 benefits of that product. 12 retailer, but otherwise we leave it up to them to
13 Q. Opposer's Exhibit No. 32 is actually a 13 make the recommendation on what they think their
14 four-page long exhibit. Can you take a look at this 14 reader would be interested in. So we will list
15 and then let me know what that is? 15 specifics, they -- in this case with the mention of
16 First, did you print this out? 16 drug stores, they decided to try to unify a couple
17 A. Yep. Yes. So this is from Yahoo's 17 of our retailers and just say that you could find
18 health site, so health.yahoo.net, and this again 18 this product at drug stores.
19 talks about the benefit of the Aveeno Positively 19 Q. But that has nothing to do with where
20 Ageless Night Cream, and this is where they're 20 it's available in reality?
21 talking about night creams specifically, what they 21 A. Correct. It is not absolute. There
22 have dubbed overnight sensations, and things that 22 are other places where this product is available.
23 work and address the antiaging needs you have 23 They could -- again, consumers will still continue
24 overnight. 24 to shop where they typically look to find things, so
25 Q. And just for the record, on this and 25 if they shop at a grocery store, if they shop ata
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1 club outlet like BY's, if they shop at mass, if they 1 has Independent significance separate and apart from
2 shop at a drugstore, if they shop at a salon or 2 the Aveeno brand?
3 whatever, they're going to look there for this 3 A. I think that they are -- they have to
4 solution to their -- 4 work in conjunction with one another. However, when
5 Q. So this is just a specific call to 5 someone is into the Aveeno portfolio they're going
6 action -- 6 to be looking for that subplatform that meets their
T A. Correct. 7 needs, and so it does have the ability to stand as
8 Q. -- i association with this particular 8 Positively Ageless is something -- a product they
9 release? 9 would look for, but they're looking for that type of
10 A, Correct. 10 product from Aveeno.
11 Q. It's not stating that, for example, the 11 Q. And is that the reason why the
12 product is only exclusive to CVS or — 12 Positively Ageless mark is now much bigger than it
13 A,  No. 13  had been In prior --
14 (Reporter interrupts exchange.) 14 A. Yeah. It's to help clarify and focus
15 Q. So it would not be -- this doesn't 15 and help highlight and make even more prominent the
16 imply anything about it being an exclusive to any 16 subplatforms.
17 particular chain of commerce or any particular kind 17 Q. And in fact on the newest packaging
18 of store; it merely just is a call to action on this 18 Positively Ageless is almost the same size as
19 very specific -- this very specific press release? 19 Aveeno --
20 A. Correct. Itis not absolute. We 20 A. Correct. Correct.
21 don't have -- none of our products are exclusively 21 Q. -- in terms of type face?
22 sold anywhere, They're available anywhere with that 22 A. Yes. There was a conscious choice in
23 -- either through our distributors or through the 23 strategy, and we increased the size and the
24 individual relationships we have with the retailers. 24 impression of Positively Ageless as well as other
25 We don't have any exclusive products under the 25 subplatforms in the Aveeno facial care.
Collins - Cahr 75 Collins - Cahr 77
1 Aveeno Positively Ageless line. 1 Q. Okay. We have a few more of these
2 Q. And the same question for No. 31. That 2 releases that we just want to go through,
3 product isn't exclusive at drug stores, correct? 3 A. Okay.
4 A. Correct. This is another similar B Q. If you could take a look at Opposer's
5 mention where it says at drug stores for the 5 Exhibit No. 33, again, something you printed out?
6 Positively Ageless Night Cream. Again, that's a 6 A. Yes.
7 product that's not exclusive to drug stores. It's 7 Q. Could you please describe what that is?
8 sold at many other outlets. 8 A. This is from Fabulous After 40,
9 Q. Okay. And I believe that we were last 9 another Web site that we send product to and give
10 talking about this No. 32, and there's a similar 10 them the opportunity to highlight. They're
11 reference in No, 327 11 highlighting here the Aveeno Positively Ageless
12 A. Yes. 12 moisturizer, the daily moisturizer, and talking
13 Q. And -- 13 specifically about the SPF in this product,
14 A. Yep. 14 Q. And the SPF is important why?
15 Q. -~ would the same issue apply? 15 A. So overall the SPF == sun damage is
16 . A. Yes. This was the same product as the 16 one of the key contributors to aging skin, to
17 one we just read from the previous exhibit, and it 17 wrinkles, to loss of elasticity, those sorts of
18 talks about drug stores, but again, it's not 18 things, and so including SPF in our products help to
19 exclusive to drug stores. It's the night cream. 19 protect consumers against that sun damage and help
20 Q. And Aveeno products and Positively 20 them look younger longer and help them reduce the
21 Ageless products are sold at all of those various 21 signs of aging.
22 different kinds of retailers that we discussed 22 Q. And can you take a look at Opposer's
23 earlier? 23  Exhibit No. 347 Let me know what that is as well,
24 A. Correct. 24 A, Yep.
25 Q. And is Positively Ageless a mark that 25 Q. And you printed this out again?
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1 A, Yep. This is from 1 Q. Sa this Is another thing you printed
2 fitnessmagazine.com. Again, another recommendation 2 out?
3 of how to ward off wrinkles. This is talking about 3 A, Yep. Thisis from
4 last year's product launch of the Aveeno Positively 4 gouldyloxreviews.com. Itis a blog. Thisis a
5 Ageless Correcting Tinted Moisturizer and is another 5 blogger that is talking about our product line and
6 highlight to the benefits and recommendation of this 6 talking about the Aveeno Positively Ageless Daily
7 benefit to the readers of Fitness Magazine, 7 Exfoliating Cleanser as part of a regimen to help
8 Q. And so I note that this also says at 8 cleanse, treat, and moisturize and protect every
9 drug stores, but this is not exclusive to drug 9 day.
10 stores either? 10 Q. Naw, this particular release in the
11 A. Yes. This is another mention where 11 second paragraph talks about how it's important to
12 they're highlighting drug stores, and usually that's 12 befriend a good dermatologist.
13 a decision made by -~ if it's a broad sweeping 13 A. Yep. Yes.
14 generalization like that it's a decision made by 14 Q. Does that signify that - and if it
15 their readers where they =~ by the publication that 15 does, could you explain what the significance of
16 they believe their readers shop there most 16 thatis in your industry --
17 frequently, which is why they would highlight drug 17 A, Um-=hum,.
18 stores. 18 Q. -- that consumers view dermatologists
19 Q. For that particular magazine? 19 and the skin care products like the ones you sell
20 A. Correct. It's something about their 20 under the Positively Ageless brand as being
21 audience that the editor makes a choice as to why 21 connected in their minds?
22 they would push that. 22 A. Yes. So this blogger is obviously
23 Q. And this product launch was an example 23 talking about how if you want to look younger you
24 of a further expansion to ancther area, correct? 24 need to start taking care of your skin earlier. So
25 A. Correct. Yeah. This is the tinted 25 if you're 70, it's probably too late. You want to
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1 product that we talked about before which is kind of 1 earlier start to address some of the skin care
2 -~ could potentially be replacing a foundation and 2 needs, and specifically they talk about having a
3 used for cosmetic purposes. 3 relationship and developing a relationship with a
B Q. Okay. And this is Opposer's Exhibit 4 dermatologist, specifically because dermatologists
5 No, 35. 5 are experts in skin care. There may be particular
6 A. Okay. This is from hollywoodlife.com, 6 issues that an individual would want to address that
7 another mention of our Aveeno Positively Ageless 7 they would go to a dermatologist to get
8 Correcting Tinted Moisturizer, and it again 8 recommendations and find the best way to treat some
9 highlights this ability to fight antiaging or to 5 of these skin care needs.
10 address antiaging needs with a product that is also 10 And so what this blogger is doing is
11 giving you moisturization and SPF. 11 talking about how there are a number of things that
12 Q. And Opposer's Exhibit No. 36 — 12 you can do to address your antiaging needs. There
13 A. Yep. 13 should be a regimen usage and they talk about
14 Q. -~ I'm assuming is a related promotion? 14 cleansing, treating, moisturizing, protecting, but
15 A. Correct. So with == this exhibit is 15 it also talks about developing that relationship.
16 also from Hollywood Life. In the page I was just 16 That professional relationship will help make sure
17 mentioning they talked about the list of products 17 you're doing all the right things and there are no
18 that they would recommend. This is the individual 18 other skin issues that you are facing.
19 product page highlighting specifically the Aveeno 19 Q. So given that association in the public
20 Positively Ageless Correcting Tinted Moisturizer. 20 mind, if somebody were selling for professional use
21 Q. Now, In Exhibit No, 37 T want to 21 & product called Positive Ageing, would you view
22  actually ask you -- T want you to do the same thing 22 that as a problem? As potentially confusing?
23  and describe this for me, but I also want to ask you 23 A. Yes. Again, I think the confusion
24 something about it after you do that, so.., 24 between the dermatologists or the confusion between
25 A, Okay. 25 the patient of the dermatologists around the same
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1 product benefit with a very similar -- similar 1 along from throughout our product line, and the
2 execution of the words positive and the words age 2 antiaging is as you continue to see more signs of
3 could cause confusion because those patients are 3 aging you would address these concerns.
4 looking to the dermatologist as an expert and 4 In this spot they want to talk about
5 someone that's able to provide them with a 5 products as you get older because obviously your
6 recommendation for a product that would work. 6 skin ages, naturally, and there are different needs
T Q. 7 you need in your 30s, 40s, and 50s, so they're
8 8 highlighting this as a product -- it's a great
9 9 product for someone in their 30s that are beginning
10 10 to see those signs of aging, and they want to cover
11 11 up some of that. Because the tinted component, also
12 A. Yes. I think -- yes. I think that 12  we know that often younger consumers are using more
13 there is enough similarity where consumers would get 13 products, using more cosmetics, and this would be a
14 confused and where a new entrant with a very similar 14 good replacement mention.
15 -- similar suggestive mark, consumers would derjve 15 Q. Okay. And then the last one of this
16 the same conclusion. 16 group is Opposer's Exhibit No. 39, which Is this a
17 Q. Thank you. I just have a couple more 17 color copy or is this a printout from anline?
18  of these, 18 A. This is publications will often give
19 If you could take a look at Opposer's 19 us the file of the mention in the magazine, and so
20 Exhibit No. 387 20 what this is is a printout of that file.
21 A. Yep. So -- 21 Q. And it's a two-page exhibit, correct?
22 Q. And again, you printed this out? 22 A. Correct. This is from Weman's Day.
23 A. Yep. Yes. So these are actually 23 The first page is just simply to show the cover of
24 screen prints from a video from the Today Show, so 24 that February issue of Woman's Day, and on page 65
25 another place where there is some credibility is 25 of that magazine there's a mention here of our
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1 towards morning shows such as the Today Show that 1 Aveeno Positively Ageless Skin Strengthening Hand
2 allows us to reach a broad audience to talk about 2 Cream. And as you can see in some of the
3 what our products could do, and in this case some of 3 explanation here it's talking about how women are
4 the on-air talent is talking about our Positively 4 not only looking for those benefits on their face,
5 Ageless product line and specifically the Aveeno 5 but looking at those benefits at other parts of
6 Positively Ageless Correcting Tinted Moisturizer. 6 their body, specifically on their hands as they
7 Q. That's on page 2 of this exhibit, 7 become rough and brittle and cracked, and so the
8 carrect? 8 Aveeno Positively Ageless Skin Strengthening Hand
9 A. Correct. Yeah. These are -~ the 9 Cream can address those needs.
10 screen shots on pade 1 and page 2 just illustrate 10 Q. And again, it mentions that it's
11 that that video exists, The whole video is actually 11 available at drug stores, but it's available through
12 available online through the link on the bottom. 12 all the various different chains of trade that we
13 Q. Now, it mentions, it's under the line 13 discussed before?
14 Beauty in your 30s? 14 A, Correct. Correct.
15 A. Um-hum. Yes. 15 Q. And this is from the February 2013
16 Q. Is that because you think it's 16 issue. Sothis Is --
17  Important to start with that demaographic at that 17 A, Yes.
18 point? 18 Q. This shows that these efforts are —
19 A, Yeah. So from our standpoint when we 19 A. Ongoing.
20 think about it we're not a hundred percent targeting 20 Q. Are ongoing?
21 on age demographic, we're looking at the skin need 21 A. Correct.
22 that they might have, and so it's more of a benefit 22 Q. Now, one thing I want to ask you a
23 sought or a psychographic, if you will, not 23 |ittle bit about is the -~ and actually, before I do
24 pecessarily a pure demographic. Aveeno the brand is 24 that I'm going to do this one last one before that.
25 one where we have solutions that we hope to move you |25 If you could take a ook at Opposer's Exhibit No.
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1 407 1 listing, second line.
2 A, Yep. 2 A. That is. That is a typo.
3 Q. Did you put this together? 3 Q. And so that should actually say 20077
4 A, Yes. 4 A. Yes.
5 Q. And can you tell us what this is? 5 Q. And later in the last two lines which
6 A. This is a list of the historic awards 6 are 2012 where it says "2013 Total Beauty.com
7 and recognitions that we've received specifically 7 Awards," that is correct?
8 under the Aveeno Positively Ageless platform since 8 A, Correct.
8 its launch in 2007. Looks like there are 15 awards 9 Q. Because those are backward looking, so
10 that we've won in those five years from various 10 they would be 2013 awards for 20127
11 publications, whether it's Cosmopolitan or 11 A. Correct. The products that were
12 Totalbeauty,com that I mentioned before or Ebony or 12 available last year that they announced this year.
13 Woman's Health, they are awards that those 13 Q. But other than that the rest of --
14 publications give to products that they see as best 14 other than that one typo, everything else is
15 of, so they may be an editor's pick, it may be the 15 correct?
16 best everyday body protector, it may be the editor's 16 A. Yes.
17 recommendation or reader recommendation, those types | 17 Q. And do you believe that all of these
18 of things. 18 awards and all of this recognition has added more to
19 Q. So the products sold under the 19 the brand? And if so, what has it added?
20 Positively Ageless brand have been widely praised by 20 A. Yes. So as I mentioned, there are a
21 people in the industry who presumably are doing 21  number of different things that we try to do to
22 comparisons between Positively Ageless products and 22  build our business, but still the tried and true
23 other products? 23 word of mouth and some sort of third party
24 A. Correct. All of these are awards that 24 accreditation is the most powerful thing in our
25 would run the gamut of skin care, so regardless of 25 industry, and different than some of the other
Callins - Cahr 87 Collins - Cahr a9
1 channel, regardless of where they're sold, they're 1 products or categories that consumers buy in like
2 trying to find -- you know, for example, the first 2 cereal, for example, beauty care is one that is
3 one that is a Cosmao Beauty Award for the Skin 3 heavily reliant on awards because consumers are
4 Savers, they're the loveliest lather, so they are 4 heavily involved in the category constantly looking
5 looking at all the cleansers that provide a benefit 5 for experts to give them a recommendation because
6 that could meet the needs of their readership, and 6 there is so much out there, and there's often
7 again, that could be sold in mass retailer, it could 7 confusion between what is really the best thing for
8 be sold in specialty stores, it could be sold at 8 them.
9 department stores, salons, etcetera. They're trying 9 Q. So when a magazine endorses your
10 to find that -- the one that they think is the best 10 product it's a big deal -
11  at providing that benefit, so they recognize the 1" A. Correct.
12 Aveeno Positively Ageless Exfoliating Cleanser as 12 Q. -- and adds a lot to the brand?
13 the Skin Saver award for Cosmo, 13 A. Correct.
14 Q. Now, in the column all the way to the 14 Q. And you believe that the Positively
15 |eft I see that it includes awards from 2007, 2008, 15 Ageless brand has become particularly well known in
16 2009, 2010, 2011, and 20127 16 the space?
17 A. Correct. 17 A. Yes. Ithink that when we talk to
18 Q. So that's basically -- 18 consumers through focus groups they will often
19 A, Every year, 19 mention that they've used an Aveeno Positively
20 Q. -~ gvery year since it came out? 20 Ageless product. Industry publications, as is
21 A, Correct. 21 evident fraom the fact that we've won awards since
22 Q. Now, one clarification I'd like, and 1 22 the launch, are aware and know of the product line
23 think — I'm not sure if it's just a typo on the 23 that we have around Positively Ageless. So we've
24 document or not, but I just want for clarity it says 24 invested and built a lot of that credibility, as
25 "2013 Total Beauty,.com Award" after the 2007 25 well as the consistency between from launch until
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1 now. 1 could have a product that's a cleanser for 4~ or
2 Q. And do you believe the fact that you're 2 $5.00 like a St. Ives, all the way up to a La Mer
3 the only mark that has positive and age in the mark 3  product that's hundreds of dollars. So we're going
4 in your space helps you in that regard? 4 to run the whole gamut of price points.
5 A. I think that it allows us to be 5 Specifically with who we consider our competitive
6 distinguished and to be unique from the other — 6 set, a brand like Olay has products that are up to
7 other product offerings in our space and is 7 50-, $60.00 for a product. Our Aveeno Positively
8 definitely something that is closely associated with 8 Ageless platform is priced at a premium from our
8 what we're =- the skin needs we're trying to address 9 exis- -~ all of our other lines because of the fact
10 as well as the Aveeno antiaging line and the product 10 that the benefits sought are of higher order and are
11 offering that would address those antiaging needs. 11 ones that can -- because of the effectiveness of the
12 Q. Now, is consumer recognition important 12 product can command a higher price. When we look in
13 because of the way people buy these products? 13 the spectrum, like I said, of that 5- to $60.00,
14 A. Yeah. So == yes, So as consumers are 14 we're kind of a mid tier price., We often refer to
15 shopping the sheif or walking down the aisle, they 15 it as masstige. So it's not prestige, it's not
16 run the gamut as far as some that are picking up 16 mass, it's this combination of mass and prestige,
17 every package and reading everything, and there are 17 and so that's where we see the role, and consumers
18 other people that are making that decision very 18 have different reference points, so depending on
19 qguickly. So they may be walking down the aisle and 19 where they're shopping from, 20-, $30.00 may be a
20 looking for a product that they've used before or 20 lot. For other folks it may be a great deal, so
21 that they've seen through like a magazine 21 they're seeing it as an opportunity for them to get
22 recommendation like we taiked before or a print ad 22 a benefit at a really good value.
23 ora TV advertisement that they saw, but they still 23 Q. And what's the least expensive product
24 are pressed for time like all of us, and they may 24 you sell?
25 walk down and quickly grab a product, so it's 25 A. Under Aveeno?
Caollins - Cahr 91 Collins - Cahr 93
1 important for us to highlight and speak to the 1 Q. Under the Positively Ageless.
2 benefit that we are providing through that product 2 A, Under the Positively Ageless? Itis
3 because of that dynamic at shelf. 3 the cleanser that is $9.00. $9.50.
4 Q. Because the brand -- people's 4 Q. And the most expensive product that
5 recognition of the brand is critical for you either 5 you--
6 way, whether they're just -- 6 A. The most expensive is the complete
T A. Correct. 7 antiaging kit, which is $35.00.
8 Q. -- doing this gulckly or whether or not 8 Q. And that's ane that's a combination of
9 they're spending some time in the space? 9 four products?
10 A. Correct. I think if we're addressing 10 A. Multiple products. Correct.
11 the quickly consumer, we want to be as transparent 1 Q. What's the most expensive individual
12 and as recognizable as possible and as clear as 12 product you sell?
13 possible. For someone who is spending more time we | 13 A. Individual product is $19.99.
14 want to provide the detail and provide the 14 Q. So individual products are between
15 credentials or the descriptions as to why our 15 $9.99 and $19.997
18 product is going to meet their -- whatever specific 16 A. Yes.
17 need they're looking for. 17 Q. So we're not talking about pecple
18 Q. And as for the price points of these 18 purchasing a car?
19 products, you know, describe for me the range. You 19 A, Correct. Correct. There is -- again,
20  know -- 20 depending on your reference point, but for the
21 A. Yep. 21 majority of our consumers this is a relatively low
22 Q. - what's the cheapest, and what's the 22 risk purchase in their minds, but also still
23 most expensive? 23 something that they are investing behind, They want
24 A. So overall in the antiaging space and 24 to get a product that works. It's still $20.00 that
25 even in the facial care -~ facial care space you 25 they're pulling out of their pocket that they could
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1 spend somewheré else, and as competitive as our 1 A. Correct.
2 category is, there are other solutions that are in 2 Q. -- benefits sought by consumers?
3 the same price point or a couple dollars more or a 3 A. Yes, And it's just a different
4 couple dollars cheaper, and so if they're going to 4 demographic, When you think about if, it's really
5 buy -~ consumers aren't buying this product every 5 in terms of age, most consumers who have acne are
6 week. It's not the type of thing that they're 6 consumers who are teenagers, and there are some
7 buying on a regular basis, so it is something that 7 consumers who as they're, you know, 20s and 30s that
8 when they purchase it they want to know that it's 8 still have acne issues, but obviously as you get
9 going to work for that period of time. 9 older and your hormone levels change you have less
10 Q. Is that why the branding is so 10 incident of acne. At that point your skin has
11 important? 11 started to age, and you've started to drop off, if
12 A. Yeah. I think that they -- the 12 you will, some of the -- some of the issues that you
13 branding allows us to be able to say this is 13 may face, so really it's kind of two separate
14 something -- like I said, our suggestiveness of our 14 groups, and it is the most sought after need for the
15 mark allows us to explain the benefit that they're 15 older demographic.
16 looking for, and if they're considering antiaging 16 Q. And that's why Positively Ageless |s
17 products adds to some credibility on why it might 17 such an important mark for Johnson & Johnson, right?
18 work. 18 Al Correct. And as we think of being
19 Q. How important is antiaging to consumers 19 leaders in facial care and leaders in skin care for
20 as a benefit? 20 Aveeno, antiaging and facial care is paramount to
21 A, 1 think as I mentioned earlier, the 21 that.
22 two major needs states when people think about their |22 Q. And do you believe that thal's an
23 facial care products it's acne and it's antiaging, 23  expanding market?
24 and so the overall antiaging business as we gquantify 24 A. As baby boomers continue to age and as
25 itis 1.2 billion annually, and it's 40 percent of 25 that population continues to be more prevalent and
Collins - Cahr 95 Collins - Cahr 97
1 the total facial care category is specific to 1 spend more on their overall health care, definitely
2 antiaging needs. And the way that we categorize 2 the antiaging market has grown.
3 that and the logic on how we classify that is the 3 Q. One more thing I want to go back to.
4 benefits, again, around wrinkles, around fine lines, 4 Before you mentioned about Bliss and some of the
5 around sagging and elasticity, around dark circles 5 other competitors about how they have a full line of
6 around your eyes, Different than a pure base 6 products that span both from the product categories
7 moisturizer where if I have dry skin I wanta 7 into the service categories.
8 molsturizer, or if I have dirty skin I want to get 8 A, Um-hum. Yes,
9 it clean, antiaging is a more specific benefit 9 Q. And that it's customary for beauty and
10 around the things I mentioned. 10 halrdressing salon seryices to be branded under the
11 Q. Now, do you have any sort of data 11  same marks as some of the products that are used —-
12 showing, you know, how interested consumers are in 12 A. Yep.
13 it in terms of how they search it or anything like 13 Q. -- in those services?
14  that? 14 A. Yes.
15 A. Yep. From a -- from our Google 15 Q. Is there commonly a migration of
16 Analytics, when we -- we are able to purchase 16 products that are sold inltially to dermatologists
17 advertising, and the way Google has structured their 17 orto spas into the retail market?
18 model is it costs more if there are more searches 18 A. We've seen a number of -- number of
19 for it. Acne and antiaging are the two most sought 19 brands that have come from spa or comes from the
20 after terms, so when someone is talking about 20 dermatologist community that began there as a
21 reducing wrinkles or getting rid of my wrinkles or 21 smaller -- smaller business, but as they look to
22 any of those, those are the most expensive terms are 22 grow the business they moved into mass retailers
23 either acne or antiaging, and they're very similar, 23 such as a Target, such as an ULTA, as we mentioned
24 Q. So in the skin care area antiaging s 24 before, and the ability to grow that business, you
25 one of the two most significant -- 25 get to reach more people as you get distribution on
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1 those types of things, so even though they started 1 CE 1F1 TE
2 as a smaller population, as they tried to grow their 2
3 business they expanded beyond that dermatologist's > I, MARGARET VOLLMUTH-CORSON, a Certified
& 1 Gt oF that irdwidusl spe 4 Court Reporter and Notary Public of the State of New
5 Jersey, DO HEREBY CERTIFY that, prior to the
s Q. So are there any examples that you 6 commencement of the examination, WILLIAM COLLINS was
6 could think of offhand on those fronts? 7 duly sworn by me to testify the truth, the whole
7 A, Yeah. You know, Bliss would be one of 8 truth, and nothing but the truth,
8 the examples. Origins would be one of the examples. 9 I DO FURTHER CERTIFY that the foregoing is a
9 Boots, which is a British pharmacy, they have a 10 true and accurate transcript of the testimony as
10 brand called No. 7 that is large in the U.K., 11 taken stenographically by and before me at the time
11 specifically around their -- developed by 12 and place and on the date hereinbefore set forth,
12 dermatologists, etcetera. They've moved into the i ,[ Vo PUIRTIER, CRITHIEY Shatt 3,800 ettt A
13 space. Proactive is another example in the acne Ul s em‘ployee rllor at.torney JETEREER
15 any of the parties to this action and that I am
14 space that is primarily sold online, but they have 16 neither a relative nor employee of such attorney or
16 kiosks and have distribution in other places that 17  counsel and that I am not financially interested in
16 have come from a dermatologist heritage. Muradisa |18 this action.
17 brand that was developed by a dermatologist that 19 )
18 began in a dermatologist's office and has since I(MWK =
19 expanded into mass retailers. 21
20 Q. Sa it would be of no comfort to you If MARGARET ‘VOLLMUTH-CORSON, C.C.R, 30X100158400
21  someone said, well, I'm just selling my skin care = oty pubiiciin, AaERe0
22 product in a dermatologist's office? 23
43 A.  Yes. Often we -- on one end from the This transcript was prepared in accordance with
24 consumer standpoint, the consumer doesn't 24 N.JA.C, 13:43-5.9,
25 necessarily see a difference. They are looking for 25
Collins - Cahr 99
1 the same resolution, and so when we are looking at
2 our competition we don’'t exclude that from our
3 competitive set. So if someone is going to buy
4 product X developed by dermatologists or product ¥
5 sold at X spa, they're deciding between that product
6 and an alternative like our Aveeno Positively
7 Ageless, and so it's not a separate marketplace just
8 because the doors are different,
9 MR. CAHR: Okay. Let's take a quick
10 break momentarily,
1 THE WITNESS: Okay.
12 (Recess taken from 1149 to 11:50
13 am.)
14 Q. Mr. Collins, I think we are done,
15 Thank you very much for your time today.
16 MR, CAHR: And thus concludes the
17 testimonial deposition of William Collins.
18 (Deposition concluded at 11:51 a.m.)
19
20
21
22
23
24
25
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

JOHNSON & JOHNSON,
TESTIMONIAL
Opposer, DEPOSITION OF
WILLIAM COLLINS
—y=

VALENTINO GITTO,
Applicant.

I, WILLIAM COLLINS, hereby certify that I have
read the transcript of my testimony taken under oath
on the 21st day of May, 2013, and that the transcript

is a true and complete record of the deposition as

given by me, except Wi%rrata sheet.

WILLIAM COLLINS

State of ?ZWE;M(L%{’ )

) SS:
County of ,,L—rn_zmaﬁ(: )

On this, the__izj_day of Uiy - 2013, before
€, da notary publiE, personally peared
', known to me (or satisfactorily
proven) to be the person whose name is subscribed to
the within instrument, and acknowledged that he

executed the same for the purposes therein contained,.

In witness hereof, I hereunto set my hand and

official seal. _ ‘/m é &M

Notary Public

PATRICIA E. OLIVO
ID 2269902

W ChmiicB O A o 52 2015
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PAGE/LINE NO.

Page 8, Line 17

ERRATA SHEET

CORRECTION

change "worked in operations in HR' to

"wor ked in operations and HR'

Page 9, Line 8

change "after ny tirst year of

busi ness --" to "after ny first year

of busi ness school "

Page 23, Line 16

change "and a different perception

in consuners" to "a different

per cepti on by consuners”

Page 27, Line 4

change "natural bend"” to "natural bent”

Page 63, Line 22/23

change "created video assets that we

then |ived on the SheKnows web site"

to "created video assets that then

lived on the SheKnows web site"

CRUZ & COMPANY, LLC




IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

POSHTIVE

In re Ser. No. 79/061,192 - 89€INg
Published July 27, 2010

JOHNSON & JOHNSON,
Opposet,
v, 3 Oppesition No, 91-197584

VALENTINO GITTO

Applicant.

NOTICE OF TRIAL DEPOSITION

To:  Valentino Gitto

147 Route de Saint Pierre de Feric

I*-06000 Nice, France

Please take notice that Opposer Johnson & Johnson (“Opposer”) will take in the above-
captioned aclion, for use as authorized by the Trademark Rules of Practice, the trial deposition by
oral examination of Mr, William Collins, Brand Manager for AVEENO® Face, Johnson &
Johnson Consumer Comipanies, Inc., to be recorded stenographically before an official reporter
authorized to administer oaths on Tuesday, May 21, 2013 at 10:00 a1, EST, at the office of
Drinker Biddle & Reath LLP, at 105 College Road East, Princeton, New Jersey 08542-0627.

You ave invited to attend and cross examine the witness.

Dated: April 18,2013 Respectfully submitted,

Bygmas Oy e )
&red S, Cahr y

Taye S, Campbell

DRINKER BIDDLE & REATH LLP
1300 K Street, N, W., Suite 1100
Washington, DC 20005-1209

Tel: (202) 842-8800

Fax; (202) 842-8465

Altorneys for Opposer
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Trademark Electronic Search System (TESS) Page 1 of 2

United States Patent and Trademark Office

Home|Site Index|Search|FAQ|Glossary | Guides | Contacts| eBusiness|eBiz alerts| News |Help

Trademarks > Trademark Electronic Search System (TESS)

TESS was Jast updated on Thu May 16 02:47:26 EDT 2013
Crce Fomy] v SEARGHI OG

[ Logout | Please logout when you are done to release system resources allocated for you.

= BoyTom:

Record 1 out of 1

m m ( Use the "Back" button of the Internet Browser to

return to TESS)
L ]

POS-+TIVE

d

Word Mark POSITIVE AGEING
Goods and IC 003. US 001 004 006 050 051 052. G & S: Soaps; perfumes, essential oils, cosmetics, hair
Services lotions: dentifrices; make-up removing preparations; beauty masks; shaving products, namely,

shaving balm, shaving cream, shaving gel, and shaving mousse

IC 044. US 100 101. G & 8: Medical services; hygienic and beauty care for human beings or
animals; plastic surgery; nursing homes with medical care; beauty salons; hairdressing salons

Mark Drawing Code (5) WORDS, LETTERS, AND/OR NUMBERS IN STYLIZED FORM

Serlal Number 79061192

Filing Date September 19, 2008
Current Basls 66A

Original Filing

Basis OCA

Published for

Opposition July 27, 2010
International

Registration 0982863

Number

Owner ' (APPLICANT) Valentino GITTO INDIVIDUAL FRANCE 147 Route de saint Plerre de Feric F-

06000 Nice FRANCE

Descriptlon of Mark Color is not claimed as a feature of the mark. The mark consists of the wording "POSITIVE
AGEING" where the letter "I" in "POSITIVE" consist of a plus sign with circle above it.

Type of Marl TRADEMARK, SERVICE MARK
Register PRINCIPAL
Live/Dead Indicator LIVE

http://tess2.uspto.gov/bin/showfield?f=doc&state=4803:eyq90z.2.1 5/16/2013



'I'rademark Hlectronic Search System (TESS) Page 2 of 2

|.HOME | SITE INDEX| SEARCH | eBUSINESS | HELF | PRIVACY POLICY

http:/ftess2 .uspto.gov/bin/showfield?f=doc&state=4803:2yq90z.2. 1 5/16/2013
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The Aveeno Positively Ageless Platform is in distribution at:
Walmart

Target

K-Mart

cvs

Walgreens

Rite Aid

Kroger

Publix

Safeway

Supervalu

HEB

Wegmans

Giant Eagle

AHOLD

ULTA

Bed, Bath & Beyond
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Mini facial,
Mega results.

Get yours today,
It's fast fabulous

@ f=on-1 consultation
+ Nalure's gentle
dermabrasion
» Parsonalized treatiments
tor your concern J
4.

Lba 622k m:@m Grdar by Phane 1-800-0RIGINS Employment  Store Locstor  ContactUs  Cauntry Findsr
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Plantscription™ Anti-aging Collection

Life puts the wrinkles in,
Origins helps take them out.

Time, sun, pollution, stress, good fortuna and bad, Thal's whal wrinkles are made of.
Allhough they're nol prescriplions, In just @ weeks, our award winning anti-aging
treatmenls with Anogelssus noliceably helps improve a lifelime of laugh lines,
birlhdays and basking in the sun. Youlhful bounce Is renewed, And vith continusd
use, resulls iImprove,

Start exploring now »»
FRERE

FRREEE

Get the first two steps of your
skincare regimen for FREE’

+ PREE Standard Shipping with any purchase,
Enter code TWO

Step | Exfoliate with Moderp Frictions | menlh supply
Step 2: Checks and Balances' Frothy face wash, 1 munth supply

ﬁj‘ﬁ FIREE Moo Goding ™ Gpeinonm sl ang 2 bgrane pucliazes A 390 vl S0l Hems (0)
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Grow Younger (592,00
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Skin Creams That Make a Difference

oHR Tested

2y e Dy Al
@ om gy BEER s o0 Paw wTeem

Staying melstifzed i vital to keeping your
shin purgped up end healthy lovking, se
wEd 8 moshurizer taice a day, 1 the
moming and before bed, Which onus woik
best? To find out, vokntsers tested hoth
day and night creams 1o sse how wed —
and haw fong — they hydrated tha ghin, At
each ol threa readings trgughout the
day, o s tastad tha vohmteers'
ek with ot Cornaematsr (en instrument
that measires mofstura levels in Lha top
Izyer of skin}, Wa also asked sboul the
rreans’ soonts, tailures, end usabiity.

THE RESULTS

Glay Dafinity Intensa Hydeating Cream ($28, drupsteres) was th highest-scoilng day cream
in our tsta, Lancia Absokie Presium B Pight Recovery Cresm ($132, depatunsnt sloras)
snd Avesna Pestively Ageless Rejvenatng Nght Cream ($20. drugitoees) ted for Fist place
in tha night craam calegeny.

Rack fo: Your Shin: A Yau Nolivg Tag Mach er Toa Wi

oo e EEEE Gue 9 far e 9

Latest Stories

DON'T MISS THESE: @

Coad Nausekeeping
> Dedroom Blss: 70+ Ideas foF Yout Dedicem

» Celebrity Layervd Hensty'es
A Tasksl an 34 Double Tiuty LI F A e TT S 1t Hairculs > 52 Homa-Ovgarsang Tips
Clanede kWi e Hagsulit] St bty Tyt SO Oves > perfect Pancake Recipas
Retipes ke Thesa snack BT » [ Clézners o Haed {
Try thass Tis for geltng picks wi kasp  Get bspiad by 5 :.; i ;r;"::z::“ H e Ny
datickus byists thay mosk cut of your diat and eight gargaous el
on elassic dishes  what's laying Fungss lavsls harculs spetted 3 anti-Aging WIs That Werk
acound your chick o giylish celibs » skm-Down Kitchan Gadgets
heuse ovee 50 » 14 Harcuts to Steal for Spring 2003
> Cur Favotita Eya Makaup Products
» Cheap Dals [deas

3 160 Stunning Sandals Uader §100
9 10 Tigs Man Hala b Haar = Dad
» Spring M3 Trends to Try Hew

> Super-Easy Dinner Recipes for Two
2 31 Days of Artisan Ice Craam
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The New Aveeno Positively Ageless Lifting and
Firming Line.

o3 days agaty Tl Carzant o Comaiiads 1) @ Beaclions Shseea Tip

In the spixit of Leap Year and having an estra day, Aveeno took a survey.

They are now releasing these results from thelr Nationwide “Extra Day™ Survey, Mote than
1,000 American women were supveyed about their vimvs on aging, individoal beauty, and what
exactly they would do if they had an extra day in the year to do what they pleasz.

The majot issue to come out of the survey is that it is apparent that the older a woman gets, the
less amout of ime she spends on beautifying hersell. The survey revealed thatafter 45, women
claim to spend less than half an hour on beauty fu increasing numbers. Interestingly, women
aged 45 and older are also inereasingly likely to say that they foe] “Jess beautiful™ with the ticking
of the clock.

So, yes, the women wanted the extra day to spend on themselves and beautify!

W EAND

. Follow Us
ehiita ) Sad K] 11858 peaple e this
Subscribe
“These survey results have confirmied how important itis in this day and aga for an anli-aging Get TheGlo:s's top steries mery morming
produets to work hardes, and last longer,” says Aligsa Hsu Lyneh, Group Product Director of g
AVEENOY, “The new AVEENO! POSITIVELY AGELESS™ Lifling & Firming line delivers e
1

clinieally proven anti-aging results and requires little extra time ont of 3 woman's day, In facl,
the POSITIVELY AGELESS™ Lifting & Firming Night Cream i the line featuces an ACT IVE
NATURALS® farmula comprized of the Natural Shiltake Compley and a spechal Wheat Protein ta
fight lines and wrinkles while lifting, firming and strengthening skin elasticiy during sleep,
leaving more time in the day for women ta focus on what really matters.”

Anything te ease up on the routine and is provan to work sounds great in my boak.

i | watvha
!m taping ol gy favarlie
pe sdeant.

Has anyone tried anything from this Avsana line yat?
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Fashion Advice to Help You Tweak Your Chic?

Do you need sun protection in the winter?
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Oh Baby! It's getling cold oulside Time to
rathink your beauty rouline lo save face as
ihe weather changes Mo doubt, we should all
pe aware that the sun is one of Ihe top aging
factors out there, and we need to make sure
that we keep cur skin protacted daily

That means applying sunscreen every
moming. And here lies tha challenge after
sevaral howrs, it nesds to be re-applied. Once
{ha foundation is applied, the prospect of
slathering on more gooey sluff deesn'l sound
appealing to most of us. (more on this from
our Fashion Flasher, No.-Nonsense Beauty)

This waak,
our Fashion Flash is baing hosted by Birthday
girl Staness from Menopause Makeover and 15
whate you can read more on kagpiiy Yol ki
youthiul, dist tips, plus size inspiration and other
over 40 fashion and baauly topics)

Make sure to lsave a comment and send her a e

birthclay wist! Avarno Posilicel) Agalass
moishurizer gels our seal of

The Glam Gals product plek: appraal

Avesna, Posilively Ageless®- Day youll perfectng maislurizer vith
SPF 30
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Hotoe | Beauly / Skincare { AntiAging Sklncare

skin-Sational: 5 Ways to Rewind the
Beauty Clock

slide 1018 @
By (rsla Baanat DeMaD
You'll jump through hoeps lo Keep your oy looking
young (and you have Ine legs lo prove 11}, but viat are

you deing lo stave off the signs of aging skin? Here's how
1o lurn back the clock.

Ward Off Wrinkles

Feel as if you need s chemisty degrea (o navigate (he
cosmatics alsles? You're not alone. According lo Olay, 33
percent of women say thal picking oul skin-care producls
is more conluging than fiing texes. Chalk it up lo an
exploslon in the number of products. Plus, the markers of
aging are showing up &s eafly as your {wenlies and
{hirties, espectally if you oflen exercise ouldoors, end that
has crealed a who'a new catagory of craams and lotions,
says Tina Alsler, W0. 8 vermalologist in Washington, D.C.
Bul no worrles, We've found the top ingredisnts fo batlla
your most commaon skin crobiams and halp you look years
younger.

Ward O Wrinkles

your daily run might 9o wenders for your body, but it can
tax your skin. Sunfight and toxing siich as pollution end
smoke unleash damaging Tree radicals. "These can
ncrease Inflammation in your skl and cause collanen to
break down, paving the way for fnes,” says Ranglla
Hitsch, MD, a dermatologist In Boston, Bul Just a5 you can
hall muscle 1oss by fifing welghts, yon can help sloyy davm
collagen loss.

Your suparstar ingredients: Antioxidants

A dally dose can neulialze free jadicels before they do
harm — and aliow cells to repall existing damage Thare
ara a lon of oplions oul there, but ths pros suggesl slicking
ity well-sludiad lypes, includng vilaming G and E, fanulic
acld, and lycopene.

How to usa them: “Think of antipxidanls as baing lika the
yitamin boosts you sdd to smoethies.” Dr. Hirsch says. In
e motafag, try @ sunscreen Infused vith fhase agenls. Al
night, wse a cream containing collagen-shimulaling relinal
or peplides Lo smoofh fines,

FITNESS faves: Aveeno Posltivey Ageless Comesting
Tintad toisturizer (520, drugstores) with vilamin C, and
L'Oréal Paris Sublime Sun Liquid Sitk Sunshleld for Faca
SFF 50+ (311, drugslaras) viilh vilamin €

Mext: Froiht Spols
what do you think ef this sfory? toavaa Craniment,
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Talk to your
doctor or visit
www, QuillivantXR.com

HAPORTART SAFETY INFORIATION
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Aud an extra fayer of protectior Into your beauly rouline with Biue h
these Gnted molsturizers and foundatfons with SPF, % M Tweel
While thage products won't replace sunscreen fora day at the

beach, thay will do the trick for the office or a classroom, You S0

need to protect your skin from any sun exposure, no matter how i

Insignificant you think it may be! Shop praducts in a wide range Q P
. ¥ "

of shades, products with anfi-aging properties and antioxidants
as woll as 1iguid 5o sheer you'll feet like you're going burafaced

for the day!

See 11 Incredible Tinted Moisturizers
& Foundations With SPF
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Aveeno Pogitively Ageless Correcting Tinted Atk w Tweot

Muoisturizer SPF 30 a6
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Qo Pin it

See 11 Incredible Tinted
Moisturizers & Foundations With SPF
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t often blather about products that can help you get great skin, but sometimes
knowing where to start is overwhelming, 1'm going to break it down, keep 1t casy
and sugpest a faw things to try.

You'll need to adjust the basics, based on the kind of skin you have, If you are
older, you'll want to add serums and night creams. 1f you are younger, you'll want
10 take the best care of the skin you have now, If you've never taken care of your
skin befare, it's never too late to stact) If you have tricky skin (rosacea, painful
acne, extremely dry, flaky, or unusual-looking, textured skin), you are going to
want to belriend a géod dermiatalogist. Also, never underestimate the power of #
great esthetician, 8 skin care pro who gives facials,

Here is the gist. Cleanse, Treat. Moisturize, Protect, Every day, This means
wash your skin, give your skin an anti-aging (or anti-acne, etc) boost, moistunze

and wear an SPF, Do it every day. I'll bet you still have questions, on the how and
the whens and the whys, So let's discuss.

1. Wash your face in the morning and at night,

Never, ever go to bed without washing your face. As a last resort, better a
cleansing cloth than nothing at all,

B your skin is dry, wash it with a cleanser at night and yinse IL with water in the
morning.

1 your skin is oily, wash it in the morning and 2t night, Be sure to change your
pillowease nlghtly or place 3 soft tawel that you wash daily on your plllow at lght,

2. 1f you want to use a serum,; apply it now, after washing, before your
moisturizer.

Serums are like high-powerad magic for the face. A quality serum soaks Into the
skin quickly, works quickly and makes a serious difference that you can see and
feel very quickly. If you are over thirty, consider adding a serum to your routine.
Apply them morning and night or however the directions suggest.

http: fqouldyloxreviews. blogspot.com/2013/0 1/gouldylox-beauty-bootcamp-102-how-to.himl




3, Follow up with a molsturizer that coptains ngredients that benefit the

NeimarMloncs cidn,

You'll want to look for ingredients like retinol, hyaluronic acid, antioxidants or
vitamin C. Pumps are better than jars so look for a pump (or anything you don't
stick your fingers into). Apply this after washing your face in the morning and
night.

4, 1 you are over 30, consider using & separate eye cream that addresses
your needs,

Fine lines, puffiness, dark circles; there is something for everyone. The skin around
the eyes is often one of the first places to wrinkle, Treat the skin around your eyes
thoughtfully, Quality eye creams do make a difference. If you are under 30, your
daily moisturizer is probably fine as an eye cream.

5. Wear an SPF every day, all day, until the moon comes out.

No treatment, laser or peel can fix as much as wearing a sunscrean can prevent,
You need one 365 days a year, If you ever see daylight (even through a window)
i vou need the protection if you want ta slow down the aging process, Il you don't
CORE 8R0S 5NY. 1N ko-roy sponsars] wear & sunscreen daily, you are throwing away your meney on anylhing you buy to

Want ta see your business here? Emall = 7t 4
i T detalts) make your skin look better, T can not emphasize this enough,

GV Lenn

That's it.
Subrsenitiv b G’ankr’:ﬂsm

Well, it's not quite that easy.

Erebins wopwp s Epmamiils

Enter your Email:
Don't drink to excess, you'll get puffy,

Previevy | Powered by Fesdblitz Don't smblee, it ruins your skin. It's the equivalent of throwing wine on a
wedding dress and wondering why it never looks perfact again, It yellows the skin,
creates fIne lines, damages skin structura and makes you loalk old.

Sotest Ping
Get plenty of rest and drinl water.

1f you use a washcloth, nse a clean one every ay,
Bon't eat junk, Or if you do; eat seime vegetables and take a vitamin,

Get some exercise of have safe sex, Or both, Either will boost radiance and
make you feel great.

Locking for products? Here are three lines that basically don't make a bad
product, Each of these can help you select the product that is best for

your skin needs,

Jan Marinh

High end, anti-aging, based in science, relies on research, delivers exactly what
you pay for, Their sunscreen is the best ever made. 1If you can alford it, you
can't go wrong with anything in this line,

M ) _Wﬁ}_aﬂl Mario Badescu:
This line is priced between $15-50 per product, They don't waste your tinie or
Gmh{,ﬂm et your money. Mario Dadescu makes products for all skin types, in all life stages, |
swear thelr Vitamin € serum fades difficult melasma better than any peel,
¥ - 7| H T I.
v Gal 3 Pellect Fatx Tan with faser or uber-expensive crean
Beautisol "
o HEp! pov T Remov Unvanied Hah NanNR]
t:oif.-,, ’ ! This drugstore brand leverages a lot of research to bring you affardable
v Makeup Wars: Favaite Waterproof products that perform picely, Plus, the company as a whale is globally
kel responsible.

hitp Hgouldyloxreviews.blogspol.com/2013/01 /qouldylox-beauly-hootcamp-102-how-to biml




» Beauty Blag Lek Love: Mappy Down the road, 1'll dive inta each one of these steps In @ little more detall, but for
tothers Day! nowy, this is a great lirst step towards improving your skin, Got questions? Ask
mel Send me an email or post a question below!

Cortang ifincs haky

ey y Official disclosurefdisclalmer statement can be found here,
¢ Subscribe and never miss a thing! Copyright 2009-2012, Gouldylox Reviows. All

Rtights Reserved,

Wi HAAXIARAITNARRY Grni

hitp:/fgouldyloxreviews. blogspot.com/20 13/0 1/gouldylox-heauty-hootcamp-102-how-to.html
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TODAY | Japuary 24. 2073

Heauty products for your 305, 405, HDS

As women age, skin and halr go lhrough changas thal requlre a beauly bag update.
Bahar Takhlehchien of Shaps magazine shares her picks for producls thal are sssential
for womaen of all ages.

Witp:/www today.comivideo/today/50574022#60574022
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TODAY | Jonuaiy 24, 2013

Beauty products for youtr 305, 40%, S0s

As woman ags, skin and halr go lirough changes thal require a beauly bag updale,
Bahar Takhlahchian of Shaps magazing shares her plcks lor products Inal are essantial
for women of all ages.
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Feauty products for your 305, 408, 505

As women sge. skin and hair go threugh changes hat require & beauly bag updale.
Bahar Takhlehehlan of Shaps magazing shares her plcks for products thel are essenlial
for yramen ol all ages.
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{Winter skin woe)
{Winter skin woe} i g hoots
_ Quch! My hands feel rough.
I y U8 calluses they
1 “I'he fix: "Handstake  cream rich in emollients like
1 the hardest hit during shea butter, This will also create.
the winter," says Dr, help cut down on painful The {ix: "The bulldup of thick
Mariwalla, They lose cracks along knuckles and skin on the heels or balls of feet
molsture with each flu- frayed cuticles. can cause pain,” says Debra
fighting hand wash or “Ivy: Aveeno Positively . Jaliman, MD,
swipe of antibacterlal gel.  Ageless Skin Strengthenlng author of
To repalr the skin’s barrier ~ Hand Cream, $5.99; at Skin Rules. To
function, apply a hand drugstores soften, apply a
’ foot cream with
alpha hydroxy
acids to gently
exfollate dead
i e S T e S L A skin cells as It
3 g L smooths feat.
{Winter skin woe} f RUN A HUMIDIFIER ) Thy: Padlcure by
My back is so itchy! | ./ WHILEYOUSLERP %, 0PI Smooth, $11.95;
£ opl.corn for salons

‘T'he (ix: When It comes to L }.)Kg ('1 Ihll; %R 3:; (l [li;]
molsturizing, "the bacl is the Sl PR ¥
most naglected part of the body il
because It's hard to reach,” says
Dr, Jaliman. Bar soaps or washes
with fragrance (read: alcohol)
i can zap molsture, It’s better to
i use a creary, fragrance-free
R body wash that's made with
hydrating ingredients like

R sunflower seed oll, which stick
- | toskin evenafter you step out
of the shower.

‘Try: Cetaphil Restoraderm
Skin Restorlng Body Wash,

L $14.99; al diugstores

3

!

f;:h.”’.h.“ {Winter skin woe}

My legs are shedding.

The l1x! The good/bad news: "Flakes may not 3 ,
laok of feel great, but they are a natural protective wﬂ
covering for the sensitive skin underneath,” says by~
Dr, Marlwalla, Instead of peeling or scrubblng away
flakes, molsturize skin well twice a day. This will
help keep your leas hydrated while they naturally i
shed the dead skin cells,

"Try: Eucerin Professional Repaly Extremely Dry Skin
Lotlon, $7.99; at drugstores
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